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COMMENT 


Having  got  over  the  depressing  Christmas  trading 
period  contractcjrs  can  now  look  forward  to  an  equally 
depressing  period  of  horse  trading,  as  the  three 
negotiating  bodies  sit  down  with  their  respective  health 
departments  to  thrash  out  what  the  pharmaceutical  sendee 
is  going  to  cost  in  the  next  financial  year.  In  England  and 
Wales  contractors  have  been  left  largely  uninformed  of 
developments,  no-one  being  prepared  to  discuss  the  state 
of  negotiations  until  agreement  of  sorts  is  reached.  PSNC 
admits  it  has  made  a  claim  to  the  Department  of  Health,  but 
will  not  say  what  it  is,  so  pharmacists  are  left  in  the  dark  as 
to  what  their  representatives  are  hoping  to  achieve. 

In  an  unusual  turn  (jf  events  the  Department  in  London 
now  has  revealed  the  basic  details  of  its  initial  offer  to 
PSNC.  As  with  last  year's  imposed  setdement,  it  is  broadly 
inflation  linked  (or  should  be  if  Treasury  forecasts  for  the 
rest  of  the  year  are  accurate),  and  is  an  interesting  opening 
bid  from  a  Department  renowned  for  protecting  the  tax 
payer's  interests.  There  has  been  a  suggestion  that  the 
Department  would  like  to  see  next  year's  remuneration 
settled  with  the  minimum  of  dispute  and  delay  so  that 
efforts  can  be  concentrated  on  the  working  party  looking  at 


the  pharmacist's  future  role  in  the  NHS. 

PSNC  can  be  pleased,  though,  to  have  clarified  the 
criteria  around  which  negotiations  are  based.  The 
Department  has  not  moved  from  its  three  basics  of 
recruitment,  retention  and  motivation,  but  in  a  succinct 
paper  both  sides  have  reached  an  understanding  of  what 
these  previously  rather  bald  objectives  can  be  expected  to 
encompass.  It  has  been  released  without  comment  from 
either  party  but  must  go  some  way  to  easing  the  frustration 
that  drove  PSNC  to  refer  the  lack  of  framework  for 
negotiation  to  the  Pharmacy  Review  Panel. 

The  Scots  laid  their  ambitions  before  the  Scottish 
Health  Department  last  May,  but  in  some  respects  have 
been  overtaken  by  events,  since  their  proposals  cover 
many  of  the  ideas  likely  to  be  discussed  by  the  future  role 
working  party.  As  the  Government  may  well  wish  to  co- 
ordinate any  developments  arising  from  this  on  a  national 
basis,  especially  if  extra  funding  is  involved,  the  PGC  may 
have  to  wait  before  its  initiative  bears  fruit.  The  offer  Mr 
Millar  finds  so  disappointing  is  therefore  likely  to  be  similar 
to  that  made  to  contractors  South  of  the  Border.  And 
Northern  Ireland  usually  follows  Scotland's  lead... 
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DoH  offers  PSNC  8pc 
increase  for  1991-92... 


The  Department  of  Health  has 
offered  contractors  in  England  and 
Wales  an  8  per  cent  increase  in 
remuneration  for  1991-92.  This 
comprises  a  fee  increase  for  core 
services  of  7.4  per  cent,  and  an 
increase  for  non-core  services  of 
6.4  per  cent. 

The  total  package  is  worth 
£600  million,  but  a  Department  of 
Health  spokesman  said  it  was  an 


initial  offer  and  further 
negotiations  will  take  place  in  the 
coming  weeks.  Last  year's 
imposed  pay  settlement  gave 
contractors  an  increase  of  7.5  per 
cent  coupled  with  a  rise  in  the 
discount  scale.  This  amounted  to 
£555. 5m,  an  £18. 9m  increase 
over  the  Department's  initial 
offer. 

The  Pharmaceutical  Services 


Negotiating  Committee  will  not  be 
making  any  public  statement 
regarding  the  claim  it  has  lodged 
until  negotiations  are  complete, 
secretary  Steve  Axon  said  this 
week.  Referring  to  the 
forthcoming  LPC  conference  on 
February  18,  he  said  it  would  be  a 
matter  for  the  Committee  as  to 
how  much  detail  chairman  David 
Sharpe  gave  in  his  address. 


CPP  seeks  to 
elect  new 
govenors 

The  College  of  Pharmacy  Practice 
is  seeking  nominations  for 
governors  and  associate 
representatives  in  the 
forthcoming  elections. 
Nomination  forms  should  reach 
The  College  by  12  noon  on 
January  31 . 

Professor  David  Ganderton, 
Miss  Marion  Hodges  and  Mr  Miall 
James  have  completed  three 
years  in  office  and  are  now  eligible 
for  re-election  as  govenors.  There 
is  also  a  fourth  vacancy  for  a  two 
year  period  of  office  following  the 
resignation  of  Professor  Peter 
Elworthy. 

There  are  two  vacancies  for 
associate  representatives  to  be  in 
attendance  at  Board  of  Governors 
meetings.  Mrs  Margaret  Norval 
and  Mrs  Carole  Blackshaw  were 
co-opted  until  the  1991  AGM,  and 
are  now  eligible  for  re-election. 
Examinations:  The  next  sitting  of 
membership  exams  is  in  March. 
Supply  and  dispensing  of 
medicines  —  assessments  A  and 
specialist  knowledge,  and 
assessment  B  will  be  held  on 
March  7  and  response  to  practice 
related  problems  —  assessment  C 
will  be  held  on  March  8. 

The  closing  date  for 
registration  of  these  examinations 
is  January  31 .  The  registration  fee 
of  £10  should  accompany  the 
registration  form,  which  can  be 
obtained  from  Sandra  Peachey, 
CPP,  Barclays  Venture  Centre, 
University  of  Warwick  Science 
Park,  Sir  William  Lyons  Road, 
Coventrv  CV4  7EZ"  (tel:  0203 
692400). 

The  exams  will  be  held  in 
London  and  Scotland,  although 
further  venues  will  be  considered 
according  to  the  location  and 
demand  of  candidates. 


...  criteria  for  talks  agreed 


The  Pharmaceutical  Services 
Negotiating  Committee  has 
reached  agreement  with  the 
Department  of  Health  on  the 
criteria  which  will,  in  future,  be 
taken  into  account  when 
discussing  remuneration. 

Last  year,  the  Department  of 
Health  introduced  the  concepts  of 
recruitment,  retention  and 
motivation  of  pharmacists  into  the 
pay  debate.  PSNC  appealed  to  the 
Pharmacy  Review  Panel  over  the 
deal  and  the  new  criteria,  but  its 
appeal  was  rejected  as  outside  the 
scope  of  the  Panel. 

PSNC  has  been  holding  talks 
with  the  DoH  and  has  now 
released  a  paper  which  outlines 
the  factors  that  will  be  considered 
in  future  pay  talks. 

The  paper  admits  at  the  outset 
that  the  two  sides  will  have 
different  views  over  remuneration 
—  an  inevitability  given  the 
Government's  broader  view  — 
but  says  both  sides  would  expect 
reasonableness  and  fairness, 
"though  ^ven  these  can  appear 
very  different  depending  on  each 
side's  perspective". 

The  two  sides  have  agreed 
that  while  the  Government  is 
intent  on  obtaining  value  for 
money,  the  general  aim  is  to 
ensure  the  public  has  reasonable 
access  to  the  full  range  of 
pharmaceutical  services.  This  is 
where  questions  of  recruitment, 
retention  and  motivation  come  in. 

The  two  sides  have  agreed 
that  negotiations  will  need  to 
consider  macro-economic  factors 
like  Treasury  forecasts  and  plans, 
micro-economic  factors  affecting 
pharmacies  such  as  interest  rates 
and  cash  flow,  workload  factors 
including  prescription  volume  and 
ingredient  cost  forecasts,  and 
service  standards  and  scope  as 
well  as  those  affecting 
recruitment,  retention  and 
motivation. 

The  paper  adds  that  rather 
than  definitive  measures  the  three 


criteria  have  to  be  approached  via 
indicators.  Among  the 
suggestions  for  indicators  are: 
trends  in  pharmacist  employment 
and  the  number  and  distribution  of 
pharmacies,  demand  for  places  on 
degree  courses,  participation  in 
continuing  education,  com- 
parisons of  pay  with  other 
pharmacists,  the  ratio  of 
independents  to  multiples, 
goodwill  values,  and  trends  in 
income  derived  from  the  NHS. 

Such  information  would  need 
careful  interpretation,  the  paper 
says,  but  if  agreement  can  be 
reached  on  the  relevant  basic 
information,  negotiation  can 
proceed  rationally,  with  common 
ground  identified  and  differences 
more  clearly  defined.  Both  sides 
have  left  open  the  option  to  draw 
on  additional  information  to 
support  their  arguments. 

Having  agreed  the  context  of 
the  negotiations,  the  next  stage 
appears  to  be  identifying  the 
indicators  to  be  collected.  The 
paper  concludes:  "Those 
indicators  will  form  a  framework 
for  and  inform  the  negotiations, 
and  enable  discussions  to  take 
place  on  a  rational  basis,  but  will 
not  eliminate  the  need  to  exercise 
an  element  of  subjective  judgment 
common  to  all  pay  negotiations. ' ' 


LPC  document 
endorsed 

Liverpool  contractors  unani- 
mously endorsed  the  package  of 
White  Paper  proposals  presented 
to  the  FHSA  by  their  LPC  at  an 
open  meeting  on  January  9  (C&D 
last  week,  p24).  Atrocious 
weather  meant  only  17 
pharmacists  attended  the 
meeting. 

The  initiative  was  seen  as  "a 
real  step  in  the  right  direction", 
reports  LPC  member  John 
Donoghue,  although  some 
questioned  how  successful  it  was 
likely  to  be.  However,  the  LPC 
takes  the  attitude  that  if  it  does  not 
make  the  effort  it  will  get 
nowhere. 

A  working  dinner  with  the 
FHSA  chairman,  manager  and 
some  officers  is  scheduled  in  six 
weeks  time,  when  it  is  hoped  the 
future  role  proposals  will  be  the 
principal  topic  for  discussion.  The 
LPC's  submission  has  not  yet 
been  formally  discussed. 

A  copy  of  the  proposals  has 
been  sent  to  the  Department  of 
Health's  working  party  on  the 
pharmacist's  role.  The  PSNC  was 
not  consulted. 


Delicious 
Lemsip 

'  'You  do  not  have  to  be  suffering 
a  cold  to  drink  Lemsip , "  wrote  Sir 
Clement  Freud  in  the  Sunday 
Mirror  magazine  (January  6). 

Assistant  editor  Liz  Vercoe 
responded  to  critisism  by  saying 
that  Sir  Clement  Freud's  sense  of 
humour  is  well  known.  "We  treat 
our  readers  with  intelligence," 
she  said. 

Reckitt  &  Colman  told  C&D: 
"We  are  horror  struck  because 
Lemsip  is  a  serious  medicine  and 
has  a  product  license  for  use  in 
specific  conditions.  In  no  way 
would  we  wish  to  promote  its  use 
as  a  general  beverage. ' ' 


Check  on  Baby  Check 


The  Royal  College  of  Midwives 
has  warned  against  the  use  of 
"Baby  Check"  launched  last 
week,  because  it  contains  a  rectal 
thermometer  which  they  believe 
could  damage  small  babies,  or 
leave  parents  open  to  abuse 
claims. 

Baby  Check,  designed  for 
babies  up  to  six  months  old,  is 
based  on  a  scorecard  which 
parents  can  complete  in  90 
seconds,  to  assess  19  symptoms 
of  illness.  Measurement  of  core 


temperature  with  the  rectal 
thermometer  is  included  because 
it  is  the  most  accurate  method, 
says  Tam  Fry,  honourary 
chairman  of  the  Child  Growth 
Foundation,  who  market  Baby 
Check.  The  RCM  have  refused  to 
endorse  the  project  until  the 
thermometer  is  withdrawn. 

Baby  Check's  originator  Dr 
Colin  Morley,  consultant 
paediatrician  at  Addenbrooke's 
hospital,  Cambridge,  says  the 
RCM's  warning  is  uninformed. 
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No  ads  for  pharmacists  in  GP  leaflets 


Practice  leaflets  produced  by 
general  practitioners  should  not 
contain  advertisements  for 
pharmacists,  according  to 
guidelines  issued  by  the  British 
Medical  Association. 

Also  considered  undesirable 
are  advertisements  for: 

□  other  healthcare  activities  such 
as  nursing  and  residential  homes, 
private  hospitals  and  clinics 

□  the  tobacco  industry 

□  any  business  in  which  a 
practitioner  or  a  near  relative  has 
a  pecuniary  interest. 

Doctors  are  also  advised  to 
carry  a  statement,  prominently 
displayed,  that  any  advertising  or 
sponsorship  does  not  constitute  a 
recommendation  by  the  prai  tice 
or  its  doctors,  says  the  BMA's 
General  Medical  Council. 

Advertising  should  not  occupy 
more  than  one  third  of  the  leaflet 
and  the  doctors  must  personally 
ensure  that  advertisements  are 


Clothier  pay- 
outs to  end 

The  Clothier  compensation 
scheme  will  wind  up  when  the 
Rural  Dispensing  Committee 
ceases  to  operate  (C&D,  Jan  12 
p27),  but  ways  in  which  a  similar 
scheme  could  continue  are  being 
explored  by  the  Pharmaceutical 
Services  Negotiating  Committee 
and  the  General  Medical  Services 
Committee. 

PSNC  secretary  Steve  Axon 
believes  that  a  replacement 
scheme  will  be  necessary  to 
prevent  a  third  party  frr)m  making 
compensation  decisions,  leaving 
the  profession  with  little  effective 
input  into  how  its  money  is  used. 

"The  PSNC  has"  already 
expressed  disappointment  over 
the  decision  taken  to  wind  down 
the  RDC,"  says  Mr  Axon. 


"legal,  decent,  honest  and 
truthful". 

Representatives  of  the  Royal 
Pharmaceutical  Society  and  the 
BMA  are  due  to  meet  next 
Wednesday  G^muary  23)  and  the 
guidelines  will  be  on  the  agenda, 
assistant  secretary  Roger  Odd 
told  C&D. 

The  Society  realises  that  thi' 
situation  needs  clarification,  says 
Mr  Odd.  Although  it  is  difficult  to 
predict  the  outcome  of  any 
discussions,  it  is  hoped  to  find 
some  area  of  common  ground  and 
to  be  able  to  advise  pharmacists 
appropriately,  he  says. 


Tim  Astill,  NPA  director 
considers  the  inclusion  of 
advertisements  in  practice  leaflets 
to  be  "natural,  logical  and  wholy 
unobjectionable",  provided  all 
pharmacists  are  given  equal 
opportunity  to  advertise. 

The  NPA  has  received  a 
number  of  enquiries  from 
members  and  has  provided  help 
with  drafting  such  advertise- 
ments. "These  pharmacists 
haven't  broken  any  rules,"  says 
Mr  Astill,  "but  if  the  doctor  says 
he  can't  include  an  advertisement 
next  time  a  leaflet  is  printed, 
that's  up  to  him." 


Scottish  rule 
for  minor 
relocations 


Regulations  v;hich  came  into 
effect  in  Scotland  on  January  1 
introduce  procedures  for  minor 
relocation  applications. 

A  minor  relocation  is  defined 
as  one  where  there  will  be  no 
significant  change  in  the 
neighbourhood  population  for 
which  the  applicant  provides 
phamiaceutical  services  and  other 
circumstances  are  such  that  there 
will  be  no  appreciable  effect  on  the 
pharmaceutical  services  provided 
by  the  applicant  or  any  other 
person  on  the  pharmaceutical  list. 

Before  satisfying  itself  that  a 
reloction  is  minor,  the  Health 
Board  shall  take  account  of  the 
views  of  the  area  pharmaceutical 
committee  and  of  the  chief 
administrative  pharmaceutical 
officer.  A  new  form  to  be  used  for 
muior  relocation  applications  is  laid 
down. 

The  NHS  (General  Medical 
and  Pharmaceutical  Services) 
(Scotland)  Amendment  (No  2) 
Regulations  1990  (SI1990  No 
2509(S211):  HMSO,  £1.85)  also 
adds  further  substances  to  the  list 
of  drugs  which  cannot  be  supplied 
by  doctors  or  prescribed  under 
pharmaceutical  services. 


N I  pay  deal  agreed 


The  Northern  Ireland 
Pharmaceutical  Contractors 
Committee  has  finally  agreed  a 
pay  settlement  for  1990-91  which 
it  says  compares  favourably  with 
settlements  reached  last  year  in 
Fuigland  and  Wales,  and  Scotland. 

i'CC  secretary  Mr  Thos 
O'Rourke  says  the  Committee  is 
"reasonably  satisfied"  with  the 
settlement.  The  i'CC  has  been 
assured  by  officials  at  the  DHSS 
that  negot'iations  for  1991-92  will 
be  completed  before  the  end  of 
March  to  allow  payments  to 
commence  on  April  1 . 


The  new  fees  will  be  applied  to 
prescriptions  dispensed  from  this 
month  onwards.  A  lump  sum 
payment  for  items  dispensed  from 
April  1-I)ecember.31,  1990,  will 
be  paid  as  soon  as  possible.  The 
new  dispensing  fees  are: 
Up  to  1  ,,''!00  items  per  month 
i'l.;57  (4  4p) 

From  1,;501  iti'ins  to  ;5,()00  items 

per  month  i'0. 48  (+;ip) 

Over  .3. 000  items  per  month 

m.r->2{  +  \p) 

On-cost  on  ingredient  cost  before 
discount  remains  at  6  per  cent. 
Rota   [)ayments,  preregis- 


tration  training  payments,  oxygen 
fees  etc  will  go  up  on  average  by 
7.5  per  cent.  Notification  will  be 
published  as  a  Drug  Tariff 
amendment. 

It  is  understood  that  while  the 
global  sum  offered  (based  on  a  4 
per  cent  increase  in  prescription 
numbers  and  an  11  per  cent 
increase  in  on-cost)  was  agreed 
early  (in.  there  has  been 
disagreement  over  how  the  fee 
scales  should  be  structured. 
Contractors  in  the  Province  are 
predicted  to  dispense  some  15.1 
million  scripts  this  year. 


PGC  disappointed  by  pay  offer 


A  pay  offer  for  1991-92  from  the 
Scottish  Health  Department  for 
pharmacy  contractors  has  been 
described  as  "somewhat 
disappointing"  by  PC;C  chairman 
Graeme  Millar. 

The  Pharmaceutical  (ieneral 
Council  put  in  its  bid  for 
remuneration  from  April  in  May 
1990,  and  this  is  the  SHHD's 


initial  response.  "1  am  extremely 
disappointed  in  the  amounts  of 
money  the  Department  is 
offering,"  says  Mr  Millar. 

The  Council  is  seeking  extra 
money  to  extend  the  scope  of 
existing  supplementary  services 
to  residential  homes,  and  to 
encourage  contractors  to  improve 
I  heir  quality  of  service  through 


attending  continuing  education 
courses.  Funding  is  also  being 
sought  to  extend  the  range  of 
servi(  es  that  pharmacists  might 
offer  the  public. 

"Although  we  ,'ire  somewh.it 
disappointed  in  this  first  response, 
there  is  still  enough  common 
ground  for  discussions  to 
continue."  says  Mr  Millar. 
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NEWS 


Three  compounds  —  midazolam  n- 
hydroxy-tenaniphet amine  and 
4-niethyl-aminorex  —  are  to  be 
brouglit  under  the  contri  >!  of  the 
Misuse  of  Drugs  Act  1971  and 
associated  legislation. 

The  Misuse  of  Drugs 
(Modification)  Order  1990 
(SI2589)  adds  n-hydroxy- 
tenamphetamine  and  4-methyl- 
aminorex  to  the  list  of  class  A 
drugs  specified  in  Pt  I  of  Schedule 
2  to  the  1971  Act,  and  midazolam 
to  the  list  of  class  C  drugs  in  Pt  III 
of  that  schedule. 

The  first  two  compounds  are 
also  listed  in  The  Misuse  of  Drugs 
(Designation)  (Variation)  Order 
(S12631)  and  all  three  in  The 
Misuse  of  Drugs  (Amendment) 
Regulations  1990  (SI  2630). 
Midazolam  is  added  to  Schedule  4 
of  the  Misuse  of  Drugs 
Regulations  1985. 
The  Department  of  Health  is  reviewing 
the  rights  of  staff  living  in  NHS 
accommodation.  A  report  in 
Nursing  Times  Ganuary  9)  says 
this  is  due  to  the  removal  of 
Crown  Immunity  from  April  1 
which  means  that  new  lettings  will 
come  under  the  Housing  Act 
1988.  Local  authorities  will  then 
have  the  power  to  order  work  to 
be  carried  out  to  make  the 
dwellings  fit  for  habitation.  The 
largest  survey  of  NHS 
accommodation  ever  undertaken 
by  the  DoH  is  due  to  be  published 
later  this  month. 

Smith  &  Nephew  are  suspending  sales 
of  their  ophthalmic  beta  blocker 
Glauline  (0.1  and  0.3  per  cent), 
following  reports  of  anterior 
uvetis  with  all  strengths. 

Despite  the  voluntary  with- 
drawal, the  company  says  it  is 
urgently  investigating  the 
possibility  that  these  side-effects 
may  relate  to  differences  in  the 
manufacturing  process  between 
the  product  used  in  the  UK  and 
that  marketed  elsewhere. 

Smith  &  Nephew  are  advising 
prescribers  that  patients  should 
have  their  medication  reviewed 
and  changed  to  an  alternative 
ocular  hypotensive. 

The  product  will  be  available 
until  February  28.  Minims,  which 
also  contains  metipranolol,  will 
continue  to  be  available. 


Postscript 

Those  contemplating  starting  the 
New  Year  with  a  glamorous  new 
image  may  be  interested  in  a 
manual  due  to  be  auctioned  at 
Sothebys  on  Thursday.  A  first 
edition  of  "Artificial 
embellishments.  Or  arts  best 
directions  how  to  preserve  beauty 
or  procure  it",  published  in  1665 
is  likely  to  fetch  £400-600.  The 
book  is  described  as  having  "a 
modicum  of  scientific  practical 
medicine  and  much  humbug." 


Dillon  and  Mulvey  Fellows  at  PSNI 


Robert  Dillon  and  Aiden  Mulvey 
were  designated  as  Fellows  of  the 
Pharmaceutical  Society  of 
Northern  Ireland  for  distinction  in 
the  profession  of  pharmacy,  at  the 
I  )ecember  meeting  of  the  Council. 

Robert  George  Dillon, 
Whiteabbey ,  co  Antrim  registered 
as  a  pharmacist  in  1950  and  is  a 
proprietor  pharmacist.  He  is  a 
past  president  of  the 
Pharmaceutical  Society  of 
Northern  Ireland,  a  past  chairman 
of  the  Ulster  Chemists  Assoc- 
iation, a  member  of  the  Pharma- 
ceutical Contractors  Committee 


and  currently  chairman  of  the 
Central  Pharmaceutical  Advisory 
Committee  and  PSNI  treasurer. 

Aiden  Mulvey,  of 
Londonderry,  registered  as  a 
pharmacist  in  1951  and  is  a 
proprietor  pharmacist  in  the  City 
of  Londonderry.  He  served  as 
secretary  of  the  North  West 
Chemists  Association  for  a 
number  of  years  and  also  serves 
on  the  Western  Board  Area 
Advisory  Committee.  For  eight 
years  he  was  a  representative  of 
the  western  area  on  the 
Pharmaceutical  Contractors 


Committee.  Mr  Mulvey  has  a 
particular  interest  in  continuing 
education  and  works  closely  with 
the  director  of  continuing 
education  in  organising 
educational  meetings  in  the 
Londonderry  area. 
■  A  special  meeting  of  the  PSNI 
Council  is  to  be  held  in  March  to 
discuss  the  implications  for 
pharmacy  practice  in  the  Province 
of  the  European  single  market. 
Mr  Kerr  recently  attended  a 
meeting  of  the  Commonwealth 
Pharmaceutical  Association  in 
Malta  to  discuss  the  subject. 


On  TV... 

Homoeopathy,  herbal  HRT 
remedies,  and  claims  that 
products  containing  banned 
substances  are  still  being  sold 
have  all  featured  on  TV  this  week. 

BBC  I's  "QED"  aanuai7  9) 
posed  the  question  "Homoeo- 
pathy: medicine  or  magic?".  The 
conclusion:  "a  bit  of  both' ' . 

Allopathic  doctors  suggested 
homoeopathy  may  have  a  placebo 
effect  while  the  theory  of  water 
having  a  "memory"  for  drug 
molecules  was  also  raised. 

The  programme  featured  a 
homoeopathic  vet  who 
demonstrated  that  his  remedies 
treated  various  cattle  diseases. 

Nelsons  said  they  were 
delighted  with  the  programme  and 
report  several  orders  to  meet  an 
expected  increase  in  demand. 
New  Era  said:  "It  is  quite  feasible 
to  envisage  a  day  when  every 
large  medical  practice  will  be 
employing  an  alternative  medical 
practitioner."  They  are  offering 
pharmacists  20  free  copies  each  of 
their  booWet  "A  New  Era  for 
natural  medicine",  (From:  45 
Pnnces  Avenue.  HuUHU53RW.) 

■  BBC  Is  "Watchdog"  Ganuary 
14)  examined  advertisements  for 
herbal  HRT  remedies.  Products, 
claimed  to  contain  hormone 
precursors,  were  found  to  be 
herbal  in  origin.  One  doctor  said 
that  while  the  products  may  have 
a  placebo  effect,  they  may  contain 
potentially  toxic  ingredients. 

■  Products  containing 
germanium,  niacin  and  tryptophan 
are  still  on  sale,  according  to 
BBC2's  "Food  and  Drink" 
Ganuary  15).  It  was  alleged  that  a 
manufacturer  had  simply 
relabelled  batches  of  an  original 
germanium  containing  brand,  with 
no  mention  of  germanium  content. 
The  programme  also  alleged  that 
a  product  containing  niacin  had 
been  found  in  a  manufacturer's 
single  pharmacy  and  gave  further 
publicity  to  the  Society's  letter  to 
Health  Minister  Virginia 
Bottomley.  It  called  on  the  Society 
to  act. 


Pharmacists  preferred  for 
routine  cliecks 


Most  men  are  not  prepared  to  go 
to  their  doctors  for  routine  check- 
ups but  would  visit  pharmacists  for 
blood  pressure  measurement, 
cholesterol  monitoring  and  similar 
tests,  according  to  Gallup. 

The  sui'vey,  commissioned  by 
Boots,  questioned  nearly  1,000 
men  aged  16  and  over.  The 
general  finding  was  that,  contrary 
to  his  opinion  of  himself,  the 
British  male  is  not  as  fit  as  he 
thinks. 

Some  72  per  cent  of  those 
questioned  think  they  are  in  good 
shape,  although  70  per  cent 
admitted  they  did  not  exercise 
enough.  Medication  in  some  form 
was  being  taken  by  40  per  cent 
and  20  per  cent  said  they  knew 
they  were  overweight. 

Despite     campaigns  to 


encourage  healthy  eating,  almost 
half  of  those  surveyed  admitted 
they  were  not  concerned  about 
the  amount  of  fat  in  their  diet. 
More  than  70  per  cent  of  UK  men 
have  cholesterol  levels  above  that 
recommended. 

British  men  also  claim  to  be 
cutting  back  on  cigarettes  and 
drinks.  Although  more  than  a 
quarter  say  they  never  drink  beer, 
1 5  per  cent  admit  to  drinking  over 
10  pints  a  week. 

Two  thirds  of  men  say  they  do 
not  smoke  and  of  those  that  do,  75 
per  cent  smoke  20  or  less 
cigarettes  a  day.  More  worrying, 
only  13  per  cent  of  smokers  say 
they  are  trying  to  give  up,  12  per 
cent  have  tried  and  failed  and  55 
per  cent  say  they  enjoy  the  habit 
and  will  carry  on. 


Action  Asthma  educates 

symptoms. ' '  Patients  can  enrol  in 
the  service  by  filling  in  a  form 
either  from  their  GP,  pharmacist 
or  from  a  product  pack  from  the 
programme's  sponsors,  Allen  & 
Hanbury.  They  will  receive 
personalised  information,  and 
encouragement  to  seek  advice 
from  health  professionals.. 

The  Asthma  Action  care 
programme  for  health  workers  is 
aimed  at  identifying  and  reviewing 
poorly  controlled  asthmatics,  and 
providing  ongoing  care  manage- 
ment and  patient  education.  A 
pharmacy  dispenser  for  patient 
leaflets  is  available,  and  Action 
Asthma  will  be  looking  more 
closely  at  how  pharmacists  could 
improve  their  input. 

Asthma  accounts  for  around 
100,000  hospital  admissions  a 
year.  The  Action  Asthma  hospital 
meeting  programme,  to  be 
launched  next  month,  is  aimed  at 
educating  all  hospital  doctors  who 
are  not  specialists  in  the  field. 


Action  Asthma  has  launched  a  co- 
ordinated series  of  eduction 
programmes  for  both  health 
professionals  and  the  two  million 
asthma  sufferers  in  the  UK. 

Asthma  is  the  only  treatable 
condition  in  Western  Europe  that 
is  increasing  in  frequency  and 
severity,  say  Action  Asthma.  This 
may  be  partly  due  to  over 
dependence  on  treatment  rather 
then  prevention  —  90  per  cent  of 
the  2,000  annual  asthma  related 
deaths  are  preventable. 

Action  Asthma  patient  service 
was  developed  in  response  to  the 
national  asthma  survey.  Over  half 
of  the  50,000  respondents  said 
they  had  regular  sleep 
disturbance,  and  three  quarters 
said  that  their  asthma  restricted 
day  to  day  activities.  "People 
don't  expect  enough,"  says  Dr 
Partridge,  consultant  chest 
physician  at  Whipps  Cross 
hospital,  London.  "They  are  very 
stoical  and  put  up  with  their 
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£1.5m  of 
waste.. 

An  educaliDii  campaijiii  aimed  at 
preventing  medicine  wastage  is 
being  planned  in  Cornwall.  This 
follows  a  DUMP  rampaign  in  the 
area  last  March  where  three  and  a 
half  tons  of  unwanted  medicines, 
worth  £1.5  million,  were  collected 
in  two  weeks. 

Lilian  Crewe,  assistant 
director  of  the  area's  Family 
Health  Services  Authority  and 
organiser  of  the  DUMP  campaign, 
says  she  will  repeat  it  in  three 
years.  "In  the  meantime,  I've  got 
a  lot  of  educating  to  df), "  she  says. 

Local  radio,  through  a  variety 
of  leaflets  and  posters,  will  advise 
patients  to  inform  doctors  if 
they're  not  taking  nu'dicines. 


Doctors  to 
give  free 
condoms? 

The  chief  medical  officer  has 
apprf)ved,  in  principle,  the  free 
distribution  of  condoms  to  (iPs 
surgeries.  However,  the  final 
decision  will  rest  with  individual 
health  authorities  who  will  also 
have  to  foot  the  bill. 

According  to  a  Department  of 
Health  spokesman.  Sir  Donald 
Acheson  has  written  to  health 
authorities  advising  them  that 
they  may  consider  allowing 
doctors  to  supply  free  condoms  to 
patients  considered  al  risk  of  Hl\' 
infections. 

A  second  letter  said  that  (.Ps 
did  not  have  to  consider  a  person 
at  risk  of  HIV  to  supply  condoms. 

The  move  is  part  of  a 
programme  where  district  health 
authorities  are  expected  to 
consult  with  doctors,  family  health 
services  authorities,  and 
voluntary  organisations,  to  hel|) 
change  the  behaviour  of  those 
who  put  themselves  at  risk  <)f  lll\' 
infection. 

A  spokesman  for  LRC, 
manufacturers  of  Durex,  says  that 
the  move  is  welcomed  in  that  it 
enables  doctors  to  provide  a  full 
family  planning  service.  However, 
the  company  does  not  see  CPs 
becoming  a  major  distribution 
point  for  condoms,  mostly  due  lo 
budgetary  constraints. 

LRC  believes  that  C.Ps  arc 
more  likely  to  offer  condoms  ,is 
samples,  together  with  advice  on 
where  to  purchase  them,  'i'he  net 
effect  cfiuld  well  be  thai  more 
people  will  use  barrier  met  Ik  kIs  of 
contraception  which  could  lead  to 
an  increase  in  sales  through 
pharmacies,  the  (  ompany  says. 


TOPICAL  piiCTIONS 


Cows  give 
pat  answer! 


Almost  apologetically  I  find 
myself  writing  once  again 
about  alternative  medicine. 
On  Wednesday  January  9 
the  BBC,  in  its  QED 
programme,  presented  a 
stimulating  report  on  the 
practice  and  efficacy  of 
homoeopathy. 

Despite  stocking  a  range 
of  homoeopathic  remedies  I 
have  always  been  a  sceptic, 
patronising  the  "it's  all  in 
the  mind"  diehards,  and 
confident  in  the  knowledge  that  when 
really  ill  they  will  return  quickly  to  the 
allopathic  fold.  I  now  feel  suitably 
chastened,  convinced  by  a  country  vet  and 
his  healthy  cows  far  more  than  I  have  ever 
been  by  human  medical  evidence.  This  vet 
was  unable  to  explain  scientifically  his 
homoeopathic  successes,  but  was 
prepared  to  believe  the  empirical  evidence 
of  his  own  experiences.  He  surmised  that 
if  science  was  unable  to  offer  a  reasonable 
explanation,  then  it  was  science  that  was 
at  fault  and  not  homoeopathic  practice. 

Scepticism  is  a  thing  of  the  past.  In 
future  I  will  confidently  encourage 
homoeopathy  as  a  genuine  comple- 
mentary alternative  to  conventional 
treatments. 

More  representation 

Continuing  education  courses  have 
expanded  to  meet  a  growing  demand  but 
without  any  real  co-ordination  they  have 
become  fragmented  and  inefficient.  Their 
necessity,  however,  is  accepted 
universally,  and  the  setting  up  by  the 
(iovernment  of  a  steering  committee  for 
postgraduate  education  (CVt7^  January  12, 
p24),  reinforces  that  view. 

As  its  first  priority  the  committee  has 
been  charged  to  address  the  problems  of 
community  pharmacy,  and  though  I 
welcome  this  recognition,  I  was 
disappointed  to  see  that  only  one 
practising  community  pharmacist  is 


represented.  Jeremy 
Clitherow's  credentials  are 
second  to  none  but  the 
responsibility  on  one  person 
is  indeed  onerous.  I 
consider  that  at  least  two 
other  similarly  qualified, 
pharmacists  should  also 
have  been  appointed. 

If  pharmacists  are  to  be 
utilised  efficiently,  then 
continuing  education  is 
essential.  The  new 
committee  is  to  consider  the 
scope  for  academic  and 
financial  incentives,  but 
most  pharmacists  are 
already  motivated.  If  the 
courses  were  designed  to  reflect 
accurately  the  changing  patterns  of 
practice,  and  adequate  compensatory 
funding  was  made  available  to  meet  the 
proper  costs  of  locum  cover,  then  the 
demand  would  be  overwheming. 
Pharmacy  should  no  longer  be  the 
CindereOa  of  the  health  sei"vices,  and  it  is 
insulting  to  expect  committed 
professionals  to  fund  continuing  education 
out  of  their  own  pockets. 

Rail-roaded! 

Judging  by  the  presence  of  pharmacies  at 
all  the  major  London  railway  terminii  they 
give  a  service  appreciated  by  the  public. 
That  service  now  has  ceased  at 
Paddington  {C&D,  January  12.  p54)  with 
Michael  Myers  being  deprived  of  his  living 
and  only  derisory  statutory  compensation 
to  show  for  his  29  years  of  endeavour. 

British  Rail  admit,  however,  that  a 
pharmacy  is  an  essential  r'equirement  at 
this  station,  so  why  have  no  temporary 
arrangements  been  agreed  until  a 
permanent  site  is  found  for  the  relocated 
pharmacy?  Mr  Myers  suspects  dirty 
dealings  with  preference  eventually  being 
given  to  a  multiple  presence.  I  tend  to 
agree  with  him,  and  if  true,  this  would  be 
a  dirty  deed  indeed.  His  private  attempts 
at  fair  play  have  been  unsuccessful,  so 
perhaps  the  likes  of  the  NPA,  RPSGB  and 
PSNC  should  bend  a  few  ears  in  this 
publicly  accountable  body. 
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COUNTERPOINTS 


Spi 

colours  from 
Almay 

First  Impressions  is  the 
Spring/Summer  story  from  the 
Almay  colour  house. 

For  lips,  the  company  has 
introduced  colour  performance 
lipstyler  (£3.95)  in  shades  of 
cinnamon,  rose  and  peach  with 
moisture  rich  lipstick  (£4.15)  in 
shades  of  honey,  rose  and 
chestnut. 

Shades  for  eyes  come  in  duos 
(£5.15)  in  shades  of  spearmint  and 
opaline,  or  slate  and  coral  reef. 
Nicholas  Laboratories  Cosmetics 
Division.  Tel:  075323971. 

Skin  care  in 
a  pencil 

Cosmetics  Plus  have  launched  a 
skin-care  range  in  a  pencil  format 
—  "an  emergency  repair  kit  for  on 
the  move  skincare",  says  the 
company. 

The  skin  repair  pencil  is 
double-ended,  combining  a 
moisturiser  and  concealer.  Both 
the  concealer  and  moisturiser 
contain  beeswax  for  easy  blending 
and  are  lanolin-free. 

The  pencil  is  also  available  with 
UV-A  and  UV-B  filters  for  holiday 
use. 

The  concealer  and  moisturiser 
are  also  available  as  single-ended 
pencils. 

The  pencils  are  made  from 
wood  sourced  only  from  managed 
forests,  say  Cosmetics  Plus.  Tel: 
0237  4  71771. 

Max  Factor  have  discontinued  their 
budget  Miners  range.  It  will  not  be 
directly  replaced  though  the 
company  hope  that  the  relaunched 
Mary  Quant  range  will  attract 
former  Miners  consumers.  The 
reason  given  by  Max  Factor  for 
the  closing  of  the  range  is  that  it 
was  not  a  priority  brand  —  "We 
wanted  to  concentrate  our  efforts 
on  the  other  brands,"  said  a 
spokesman  for  the  company.  Max 
Factor  Ltd.  Tel:  0202  524141. 


New  look  Ber^asol 
for  Summer  '91 


Chefaro  have  chosen  1991  to 
present  an  "entirely  new" 
Bergasol  suntan  range 
incorporating  improved 
formulations,  new  look  packaging 
and  a  simplified,  streamlined 
range . 

The  new  range  comprises  nine 
tanning  products  across  the  four 
skin-type  categories  with  factors 
ranging  from  2-8  and  a  choice  of 
oils,  creams  and  lotions.  Three 
intensive  sun  products  including  a 
factor  10,  a  total  block  and  a 
protection  stick  for  lips  are  also 
included  in  the  range  as  well  as  an 
aftersun  soother  and  an  aftersun 
moisturiser.  Three  haircare 
products,  launched  last  year, 
complete  the  range. 

The  new  packaging  now 
comes  colour  coded  to  aid 
customer  selection  and  in -pack 


leaflets  are  also  available. 

The  new-look  range  has  also 
been  reformulated  and  the 
company  says  that  all  products 
contain  dual  filters  which  provide 
screening  against  UV-A  and  UV- 
B  rays.  The  levels  of  vitamin  A 
and  E  in  the  products  have  also 
been  increased.  Prices  in  the 
range  start  at  £2.55  to  £8.25  and 
the  products  will  be  supported 
with  a  £750,000  promotional 
package .  The  major  thrust  of  the 
advertising  campaign  will  be 
colour  advertisements  in  the 
women's  Press  from  May 
through  to  August. 

New  display  units  have  been 
designed  to  support  the  range  and 
window  show  cards  and  consumer 
information  leaflets  will  also  be 
available.  Chefaro  Proprietaries 
Ltd.  Tel:  0223420956. 


Kanebo  look  to  Meditate 

pink,  ivory  and  taupe  (£5.50);  rosy 
pink  blushers  (£6.25)  and  fuchsia 
lipstick  (£14.50). 

Twilight  Meditation  includes 
eye-shadow  in  violet,  green,  coral 
and  beige;  blushers  in  peach  and 
ochre  and  golden  pink  lipstick. 
Kanebo  (OBL  Ltd).  Tel:  0635 
46362. 


Japanese  company  Kanebo  have 
brought  out  a  range  of  natural 
looking  cosmetics.  Meditation. 
Ingredients  include  silk  fibroin  and 
colour  pigments  derived  from 
medicinal  herbs. 

The  new  cosmetic  range. 
Dawn  Meditation,  comprises: 
eye-shadow  in  azure,  orange- 


The  Wisdom  Angled  Quest  range  of 
toothbrushes  are  available  for  a 
limited  period  at  a  trial  price  of 
£1.09  (normal  rsp  £1.25).  The 
special  packs  will  be  flashed  with 
details  of  the  offer,  say  Addis  Ltd. 
Tel:  0992  584221. 


Cabots  are  offering  their  16oz 
vitamin  E  hand  and  body  lotion 
with  pump  dispenser  for  the  8oz 
price.  The  offer  price  is  £3.50 
against  the  normal  16oz  price  of 
£4.95.  Original  Additions.  Tel: 
081-5739907. 


Yardley  go 
natural  with 
new  lipstick 

Yardley  have  brought  out  a  new 
lipstick  range.  Pure  Performance, 
to  satisfy  consumer  demands  for  a 
product  made  with  all  natural 
ingredients  and  not  tested  on 
animals,  says  the  company. 

Media  support  for  the  range  of 
12  classic  shades  includes 
£400,000  worth  of  national 
television  advertising  throughout 
May,  followed  by  a  Press 
campaign  in  women's  interest 
magazines  offering  readers  a  free 
lipstick. 

For  the  launch  period  Yardley 
have  produced  a  sampler  pack 
containing  all  12  shades  and  a  lip 
brush  for  £1.99.  The  company 
believes  this  is  a  relatively  cheap 
way  for  consumers  to  find  out 
which  colours  suit  them  best. 

Retailing  at  £2.95  Yardley 
claims  Pure  Performance  is  made 
under  sterile  conditions,  is 
hermetically  sealed  for  purity,  is 
fragrance  free  and  is 
dermatologically  tested. 

According  to  a  survey  carried 
out  by  the  company  the  most 
important  criteria  on  selecting  a 
new  lipstick  was  "not  tested  on 


animals"  while  "long  lasting" 
came  fourth  on  the  list.  However, 
from  a  choice  of  three  possible 
advertisements  the  favourite  was 
one  which  showed  a  make-up 
artist  using  the  product  rather 
than  the  stright  environmental 
approach.  Yardley  of  London  Ltd. 
Tel:  0268  522711. 
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Friends,  pharmacists,  assistants,  lend  us  your  ears  Tl^ianks  to  a  £15  million  TV  launch 
this  winter,  continuing  in  1991,  Asilone  will  be  the  name  on  everyone's  lips.  So  to  avoid 
customers  bending  your  ear  make  sure  you  display  and  recommend  our  new 
consumer  range:  the  300ml  &  100ml  Liquid  and  30s  Tablets  Of  course,  for 
your  prescription  needs  there's  still  the  familiar  500ml  Suspension 

By  making  sure  you  follow  these  instructions  the  only  noise  you'll 
liear  is  the  ringing  of  your  till 


YOUR   SOLUTION   TO  INDIGESTIO 


inal 
offers 


Original  Additions  are  promoting 
their  range  of  Naturelle  spray 
gels.  Any  retailer  purchasing  a 
display  case  containing  ten  firm 
hold  (20()ml),  extra  hold  (2()()ml) 
and  mega  hold  (250ml)  will  receive 
two  of  each  free,  representing  a 
25  per  cent  discount  for  the 
pharmacist. 

Also  on  offer  is  the  company's 
Elegant  Touch  nail  care  kit.  The 
promotion  includes  all  four  nail  tip 
kits,  which  will  sell  for  £2.99 
instead  of  the  usual  price  of  £3 . 75 . 
Original  Additions.  Tel:  081-573 
9907. 


Boots  have  introduced  a  Gel 
Crystal  mascara  into  their  17 
cosmetics  range  (£1.59).  The 
mascara  is  fibre  free  and  comes  in 
four  shades.  Also  new  to  the 
range  is  a  tint  and  tan  moisturiser 
(£2.29),  a  self-tanning  product  for 
the  face  and  body.  Two  new 
products  join  the  2000  range,  a 
restorative  night  care  3  cream  for 
dry  and  extra  dry  skin  types 
(£11.95),  and  an  enriched 
exfoliating  cleanser  to  remove 
dead  skin  cells  (£9.95).  Boots 
Company  pic.  Tel:  0602  5061 1 1 . 


Unichem  put  on 
their  shades 


Unichem  have  entered  the 
sunglasses  market  for  the  first 
time  with  a  range  of  12  styles 
combining  both  classic  and  fashion 
styles  and  featuring  mens',  ladies' 
and  unisex  in  plastic  and  metal 
frames.  All  comply  with  BS2724. 

Pharmacists  can  buy  a  pre- 
pack containing  six  pairs  of 
sunglasses  in  each  of  the  12  styles 
which  includes  a  free  36-piece 
display  stand  as  a  special  offer. 
The  individual  styles  can  be 
ordered  in  packs  of  sLx  singles. 
Prices  range  from  £4.99  to  £9.99. 

Unichem's  own-brand 
manager  Janice  Pitman  said:  "We 
felt  that  our  chemists  were  paying 
too  much  for  their  sunglasses  and 
that  it  was  time  for  Unichem 
chemists  to  have  their  own  ranges 
at  competitive  prices.  With  the 
lack  of  brand  loyalty  in  this  market 
the  best  way  to  do  this  was  with 
own-label  sunglasses . ' ' 

The  range  will  enable 
pharmacists  to  order  small  initial 
quantities  and  then  give  them  the 
chance  to  repeat  any  styles  which 
sold  well,  say  Unichem.  Tel: 
081-391  2323. 


Dettol  sales 
help  charity 

Reckitt  &  Colman  are  contributing 
to  St  John  Ambulance  throughout 
January  and  February  with  sales  of 
their  Dettol  antiseptic 
disinfectant. 

From  each  sale  of  all  three 
sizes  of  Dettol  a  donation  will  be 
made  which  will  enable  the 
organisation  to  train  more 
volunteers. 

A  colarette  which  reads  "Help 
St  John  train  first  aiders" 
announces  the  promotion.  A  free 
poster,  "First  aid  in  the  home", 
endorsed  by  St  John  Ambulance, 
is  available  from  Dettol 
Information  Service,  PO  Box  136, 
Sutton,  Surrey.  Reckitt  & 
Colman.  Tel:  0482  26151. 


The  telephone  number  for  Collection 
2000  IS  0732  453213  and  not  as 
stated  in  last  week's 
Counterpoints.  Collection  2000 
Ltd.  Tel:  0732  453213. 
After  our  sunpreps  feature  went  to 
Press,  Eylure  Nobel  informed  us 
that  they  had  given  incorrect 
information  for  their  1991  Malibu 
suncare  range  (see  p91).  The  SPF 
2  sunscreen  comes  in  oil  only  and 
SPF  4  and  6  in  lotion  only.  Eylure 
Nobel  Ltd.  Tel:  0793  513577. 


BETTER  PERFORMANCE 
BY  ROBINSON 


Following  the  joint 
venture  between  two  leading 
UK  names  -  Robinson 
Healthcare  and  Elbeo  -  the 
major  brands  in  compression 
hosiery  are  facing  a  concerted 
attack  on  their  market. 

More  than  6  million 
people  suffer  from  some 
form  of  varicose  veins. 

It  all  adds  up  to  a  £6. 7m 
market  for  Drug  Tariff 
compression  hosiery  -  and 
following  the  recent  changes 
to  specification  in  April 
I'-i.SiS.  the  Robinson  range  is 
ideally  placed  to  steal  a 
march  on  the  competition. 

It's  the  use  of  Lycra", 
and  specialist  manufacturing 
techniques,   that   make  the 


Robinson  range  superior  Xo 
any  other. 

Now  at  last,  women  can 
wear  compression  hosiery 
without  compromising  their 
need  for  comfort,  and  their 
desire  for  fashionability. 

But  where  exactly  does 
Robinson  score  over  other 
brands? 

There  arc  no  inner  seams 
to  chafe  the  patient,  allowing 
for  longer  use  without  dis- 
comfort. 

Fit  is  improved  too  with  a 
heavier  nylon  and  Lycra"' 
content,  and  improved  thigh 
welts,  doing  away  with 
unsightly  wrinkling  and 
sagging. 

The  heavier  denier  of  2S(1. 


whereas  others  use  only  140 
-  also  allows  for  better  com- 
pression, guaranteed  and  cer- 
tified by  independent  testing. 

So  the  Robinson  range  is 
not  only  more  comfortable  to 
wear,  it  actually  gives  an 
improved  performance. 

But  Robinsons  score  on 
fashion  too. 

The  materials  used  in  the 
construction  of  their  comp- 
ression hosiery  give  a  better 
sheen  to  stockings,  set  off  by 
the  improved  fit. 

A  carefully  selected  range 
of  fashion  colours  -  Cafe 
Creme,  Nearly  Black  and 
Smokey  Chiffon  -  are 
designed  to  attract  all  classes 
of  wearer,  vounu  and  old. 


Robinson  are  confident 
that  no  other  brand  can  hope 
to  match  their  combination 
of  specialist  manufacturing 
techniques,  specifically 
chosen  materials,  pure 
wearability  and  eye-catching 
appearance. 
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Bright  future 

for 
Micromark 

Three  new  torches  have  been 
introduced  by  Micromark. 

The  ' '  Poci<etlite ' '  coloured 
pocket  torch  is  designed  as  an 
impulse-purchase  item  and  is 
available  ui  a  choice  of  pink,  mauve 
or  yellow.  The  power  supply  is 
two  MN1500,  R6  or  HP7  1.5V 
batteries  (not  supplied). 

The  Micromark  torch  is 
available  either  singly  or  in  a  12 
torch  counter  display  box. 

The  company  has  also 
introduced  a  heavy  duty  rubber 
torch  and  a  "super  heavy  duty" 
rubber  torch,  which  is  powered  by 
two  MM7644  batteries  and  three 
MM7645  batteries  respectively. 

Both  models  have  krypton 
bulbs,  said  to  provide  beams  70 
per  cent  stronger  than 
conventional  torches. 

The  two  heavy  duty  models 
will  sell  at  around  £3.99  and  £4.19 
respectively. 

Distribution  of  all  three 
Micromark  torches  is  through 
BDC  and  Foster  Electrical 
Supplies.  Micromark .  Tel: 
081-8812001. 


Morphy  Richards' 
hotter  style 


Morphy  Richards  are  launching 
their  latest  upgraded  persona! 
care  products  at  the  Cologne 
exhibition  Domotechnica  in 
February.  The  range  consists  of  a 
black  hairdryer  and  curling/styling 
brushes  and  a  marble  grey 
hairdryer. 

The  black  range  is  a  first  for 
the  company  and  is  in  response  to 
consumer  demand,  say  Morphy 
Richards,  and  comes  complete 


with  matching  fitted  plug.  The 
new  HD713  marble  grey 
hairdryer  has  a  1500w  capacity. 

Also  on  show  will  be  a  grey 
body  massager. 

All  products  will  be  in  the 
company's  new  packaging,  which 
is  aimed  at  increasing  sales  by 
attracting  gift  and  spontaneous 
purchases,  say  Morphy  Richards. 
Morphv  Richards.  Tel:  0709 
585525. 


Are  products  as  green  as 
they  seem? 


Advertisers  claiming  their 
products  are  "green"  should  be 
sure  they  are  entitled  to  the  label, 
says  the  Committee  of 
Advertising  Practice  (CAP). 

The  Advertising  Standards 
Authority  has  examined  the  rise  of 
green  advertising  over  the  past 
months  and  investigated 
numerous  complaints  from  the 
public. 

The  CAP  is  offering  help 
through  its  copy  advisory  service 


to  advertisers  and  their  agencies 
and  to  publishers. 

It  warns  that  advertising  may 
be  regulated  by  legislation  —  the 
Trade  Descriptions  Act  1968 
refers  to  misleading  claims  and  the 
Control  of  Misleading 
Advertisments  Regulations  1988 
covers  "all  promotions  of  a 
product". 

Copies  of  the  CAP  Guide  are 
available  from  John  Stables,  CAP 
Secretariat.  Tel:  071-5805555. 


mm 


Janssen's  pharmacy  research  group 
has  donated  over  £3,000  to 
various  charities  as  a  result  of 
money  raised  from  product  trials 
of  AiTet,  Polloneze  and  Stugeron. 

The  company's  research 
group  was  formed  to  provide 
pharmacists  with  clinical  data  from 
trials  conducted  in  pharmacy  on 
everyday  medicines. 

Janssen's  clinical  researcher, 
Julia  Quick,  said:  "The  aim  is  to 
provide  valuable  reference  data  to 
support  the  community 
pharmacist's  extended  role  in 
counselling  and  advice. ' ' 
Fuji  have  decided  to  stop  exhibiting  at 
shows  and  to  provide  individual 
demonstrations  to  dealers  wishing 
to  see  samples.  The  move  follows 
a  market  research  exercise, 
which  established  that  dealers 
want  to  know  what  manufacturers 
are  doing  for  them  rather  than 
look  at  items  of  equipment.  Fuji 
Photo  Film.  Tel:  071-5865900. 
Hanimex-Vivitar  have  taken  their 
biggest  ever  stand  for  the  Focus 
on  Photography  and  AV  show 
(NEC,  February  17-20,  1991), 
and  plan  to  launch  several  new 
products.  These  include  the 
Hanimex  Silhouette,  a  fade- 
dissolve  unit  to  control  two 
projectors,  and  a  laser  pointer. 
Hanimex  (UK).  Tel:  0793 
526211. 


Robinson  Healthcare,  in  association 
with  Elbeo,  bring  you  the  ultimate 
in  compression  hosiery  for  men  and 
women. 

our  customers  no  longer  have 
'ire  fashionable  looks  when 
effective  support, 
sses  i ,  2  and  3,  in 
a  shades,  Robinson 
Compression  hosiery  provides  real 
comfort,  greater  support  and  better  fit  than  any  other  product  on  the 
market.  Conforming  with  Drug  Tariff  Specification  No  40  the  Robinson 
range  of  compression  hosiery  sets  new  standards  of  support,  comfort 
and  fashionable  looks. 


□ 
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&Gate 
mails  new 
mothers 

HabyfiHid  manufacturer  Cow  & 
Gate  are  tar^etin.^  lOO.OOO  new 
mothers  with  a  direct  mail 
campaij,ni,  .uuic'iUM  tliem  throuijh 
the  weanin;^  stages. 

Tlie  package,  sent  to  women 
with  babies  under  five  months  old, 
contains  a  brochure  giving 
information  on  weaning,  including 
sections  on  feeding  and  nutrition, 
recipes  and  numbers  of  helpline 
and  support  groups.  Called  "ideas 
for  someone  special"  there  are 
sections  on  feeding  from  three 
months  and  seven  months, 
information  on  baby  drinks  and  a 
feeding  guide. 

Also  included  is  a  set  of 
money-off  vouchers  for  Cow  & 
Gate  products  and  five  offers  on 
Tommee  Tippee  feeding 
products. 

Senior  product  manager  at 
Cow  &  Gate  Alyson  Gilbert-Smith 
said  of  the  new  campaign:  "A 
direct  mail  campaign  was  the 
obvious  way  to  target  a  large 
number  of  mothers,  with  minimal 
wastage,  and  the  subsequent 
feedback  will  be  of  invaluable  use 
to  us  in  the  future."  Cow  &  Gate 
Ltd.  Tel:  0225  768381. 

Vax  Appliances  have  introduced  two 
carpet  and  floor  liquid  cleaners 
designed  for  use  in  3  in  1  vaccum 
cleaners. 

The  carpet  cleaner  is  available 
in  half  litre  (£1.79),  litre  (£2.99) 
and  2  litre  (£5.59)  bottles.  The 
floor  cleaner  comes  in  litre  bottles 
(£1.99).  Va.xAppluiiKrsLtd.  Td: 
0905  795959. 


Hear-Saver  make  their 
UK  debut 


Hear-Saver  wax  earplugs  are  now 
available  in  the  UK.  The  product  is 
manufactured  in  Canada  by 
Health-Saver  Ltd,  is  marketed 
under  the  Health-Saver  brand  in 
North  America,  and  in  78 
countries  as  a  private  label 
product. 

UK  and  European  distributors 
FJH  have  launched  Hear-Saver  in 
Unichem's  January  national 
promotion  programme,  and  will 
follow  that  with  a  wider  approach 
to  establish  the  brand  in  the 
chemist  sector. 

The  earplugs  are  manu- 
factured in  a  soft  wax  formula 
incorporating  a  cross  thread 
netting  to  ensure  safety,  say  FJH. 


They  come  in  packs  containing  six 
pairs  (£1.99)  in  a  polybag,  plus  a 
travel  case  to  hold  one  pair.  FJH 
Ltd.  Td:  0304  242747. 

A  patient  leaflet,  "What  to  do  when 
your  waterworks  don't  work"  has 
been  produced  by  the  British 
Association  of  Continence  Care. 
Free  copies  from  BACC,  Pine- 
wood  Studios,  Iver  Heath,  Bucks. 


Almay  ads  to 
target  more 
users 

Almay  have  a  new  advertising 
campaign  for  1991  aimed  at 
reaching  a  wider  cross  section  of 
users.  It  will  illustrate  that  Almay 
products  are  "not  just  for  those 
with  problem  or  sensitive  skin." 

The  new  slogan  is  "We've 
considered  everything.  Now  it's 
your  turn."  Consumer 
advertising  is  increased  by  25  per 
cent  and  the  media  base  has  been 
widened  to  include  Neiv  Woman, 
The  Sunday  Times  supplement 
and  Hello. 

From  April  Almay  are 
introducing  new  POS  material, 
new  packaging  and  a  consumer 
guide  featuring  all  the  products. 
Nieholas  Laboratories  Ltd.  Tel: 
0753  23971. 

Reckitt  &  Colman  have  issued  a 
denture  care  leaflet  containing 
information  on  Steradent,  along 
with  summaries  of  independent 
research  on  the  effect  of  dental 
cleaners.  This  research 
demonstrates  the  importance  of 
using  only  moderate  solution 
temperature  rather  than  boiling 
water,  which  may  damage 
dentures.  "Caring  for  Dentures" 
is  available  free  from  Media 
Counsel.  Reckitt  &  Colman.  Tel: 
048226151. 


Sim  Ngook  Tan  of  Tan  Pharmacy,  Buntingford,  was  the  winner  of 
Unichem  's  free  prize  draw  at  Chcmex.  Pictured  here  with  the  classic 
Mini  Cooper  prize  (from  left  to  right)  are  Bill  Horncastlc,  Unichem 
representative ,  Duncan  Smeaton,  general  manager,  Lctchwoiih,  Mrs 
Tan  and  Elizabeth  York,  pharmacy  assistant 


ON  TV  NEXT  WEEK 


GTV  Grampian 
B  Border 
B.SB  British  Sky 
Broadcasting 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 


C4  Channel  4 
U  Ulster 
G  Granada 
A  Anglia 

TSW  South  West 
TTV  Thames  Television 


TV-am  Breakfast  Television 

STV  Scotland  (central) 

Y  Yorkshire 

HTV  Wales  &  West 

TVS  South 

TT  Tyne  Tees 


Atrixo: 

CTV,U,STV,G,Y,C,A,HTV,TSW  &  TVS 

B.D.  Digital  Thermometers: 

LWT,TTV  &  C4 

Beecham  Coughcaps: 

All  areas 

Beecham  Hot  Remedies: 

All  areas 

Beechams  Powders  Capsules: 

All  areas 

Benylin: 

All  areas  except  A, TSW, TVS, LWT  &  TTV 

Benylin  Day  &  Night: 

A, HTV, TSW  TVS, LWT  &  TTV 

Mucron: 

All  areas 

Nicobrevin: 

All  areas  except  CTV,C4  &  TV-am 

Nurofen: 

All  areas 

Otrivine: 

All  areas 

Pidgies: 

TV-am 

Sensodyne  toothpaste: 

All  areas  except  CTV  &  TV-am 

Seven  Seas  cod  liver  oil: 

All  areas 

Slim  Fast: 

C4  &  TV-am 

Veno's: 

All  areas 
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N HS.  employees  have  a  reasonable  pension  scheme.  But,  it 
you  work  m  the  private  healthcare  sector,  you  may  be 
less  fortunate. 

If  you  mn  your  own  business,  are  self-employed  or  work 
tor  a  company  without  a  pension  scheme,  you  must  make 
your  own  provision  tor  retirement,  Othewise,  )'ou  ma)'  have 
to  rely  on  The  State  Scheme  and  inevitably  that  will  mean  a 
drastic  reduction  m  your  living  standards. 

For  instance,  an  employed  man  currently  aged  40,  earning 
£20,000  a  year,  would  receive  a  total  state  pension,  at  age  65, 
of  just  £.112  a  week  in  today's  terms. 

That's  an  income  reduction  ot  over  70%.  And  even  it  )'ou 
belong  to  a  pension  scheme  you  may  not  be  a  lot  better  off 

But,  with  a  Liberty  Pension  Plan,  from  RNPFN,  )'ou  can 
secure  worthwhile  retirement  benefits  and  the  taxman  will 
help  you. 

UP  TO  40%  TAX  RELIEF. 

Firstly,  every  pound  )'ou  invest  in  a  Liberty  Pension  Plan 
entides  you  to  ta.x  relief  at  the  highest  rate  you  pay  on  your 
earnings.  So,  if  you  are  a  higher  rate  taxpayer;  every  i.100  you 
invest  costs  you  just  £60, 

Secondly,  your  contributions  accumulate  in  a  special  tax 
free  fund  which  means  higher  growth  and  better  retirement 
benefits.  Finally,  in  most  cases,  you  can  take  a  large  part  ot 
your  retirement  fund  as  a  tax  free  lump  sum 

RNPEN  -  THE  SPECIALISTS  IN  HEALTHCARE  PENSIONS. 

To  make  the  most  ot  these  tax  advantages  proper 
planning  is  essential  and  that's  where  RNPFN  can  help.  Despite 
our  name,  the  Royal  National  Pension  Fund  For  Nurses  is  a 
specialist  in  pension  planning  for  members  of  all  the 
healthcare  professions,  not  |ust  ntirses, 

NO  SALESMEN.  NO  COMMISSION. 

There's  another  reason  for  talking  to  RNPFN  We  deal  w  ith 
you  directly  by  post.  We  don't  employ  salesmen  and  wc  doiVt 
pay  commission  to  brokers  One  reason  why,  year  after  year, 
independent  surveys  show  that  wc  provide  better  returns  than 
many  of  the  best  known  companies. 


To  find  out  how  RNPFN  and  a  Liberty  Pension  Plan  can 
help  you,  use  the  coupon  below  to  obtain  full  details  or 
telephone  our  Pensions  Advisory  Service  on  071-839  6785. 

There's  no  obligation  and  no  salesman  will  call  on  you. 

ACT  BEFORE  6ih  APRIL  TO  GET  MAXIMUM  TAX  RELIEF 

^  Please  send  me  without  obligation,  full  details  of  ' 

RNPFN's  LIBERTY  Pension  Plans. 

Note  the  inlormation  requested  below  is  required  to  enable  RNPFN  to  give 
you  lull  details  and  it  \mII  be  treated  in  the  stnetest  eontidence. 

riill  name  (Mr./Mrs/Miss/Ms) 


Male  □ 

f  emale  □ 

Address 

llhlsl^ 

l.«nh  bcll^cdl..l 

Ti'lc|ihoiU' 

inio 

m.iiiun  pui  povLs) 

lV>sin.)de 

Dmi:  oI  binh 

Oll  tipjlion 

[implo)'cd  □  Sell 

employed  ED 

PLEASE  ANSWER  THE  FOLLOWING 


YOU 


YesD    NuD  YesD    No  □ 


Ago 


Age 


Are  you  eontributmg  to  ihe 
N  H,S  Superannuation  or  other 
employer's  scheme^ 

it  "YES'  how  many  years  to  date 
have  you  been  a  member' 

Your  planneel  retirement  age 

C^iross  annual  earnings 

How  mueh  would  you  eonsider 
eontributmg  evei7  month' 

II  you  require  inlormation  lor  your  spouse  please  give 
Spouse's  lull  lorenamc(s) 


YOUR  SPOUSE 


1      Pale  ol  hirlh 

'  LKeLipaIK>n 

211/CA 

1     Now,  please  post  this  eoupon  to 

1     RNPEN,  EREEPOST,  LONDON  WC2N  6BR, 

1     No  stamp  is  necessar)' 

L 

^^^^ 

J 


THE  ROYAL  NATIONAL  PENSION  FUND/fOR  NURSES 

Ikirdeii  House,  15  Buekingham  Street,  Lemdon  Wc  2N  OED  071  -MiQ  hyu", 
Registered  m  England  as  a  limileel  eompany  (25928)  in  1888  A  Member  ol  the  Lile  Asstiranee  and  Unit  Trtist  Regulatory  Organisation 


py  sales 
ow  down 


Volume  growth  in  the  disposable 
nappv  market  fell  to  single  figures 
for  the  first  time  in  1989, 
reflecting  the  approaching 
maturity  of  the  market.  Unit  sales 
reached  2.65  billion  units  with  a 
retail  value  of  £335  million,  to 
make  disposable  nappies  one  of 
the  most  rapidly  growing 
consumer  goods  sectors  in  the 
1980s,  acct)rding  to  Retail 
Business. 

Growth  of  the  market  is 
attributed  to  a  combination  of 
factors:  convenience  linked  to  the 
growing  number  of  working 
mothers;  increased  househ{ild 
disposable  income:  an  upturn  m 
the  birth  rate  since  the  mid  1980s: 
and  the  rapid  pace  of  new  product 
development.  However,  there 
have  been  several  negative 
influences  on  the  market  this  year. 
Concern  has  been  expressed  over 
chlorine/dioxin  issue  in  bleaching 
and  the  fact  that  substantial  parts 
of  disposables  are  not 
biodegradable. 

The  premium  sector  of  the 
market  accounted  for  49  per  cent 
of  sales  in  early  1990  compared  to 
36  per  cent  a  year  earlier, 
squeezing  the  standard  and 
economy  sectors.  Market 
penetration  is  estimated  to  have 
reached  80  per  cent  in  1990  by  the 
seven  companies  in  the 
Disposable  Nappy  Association. 

Swaddlers'  Togs  brand 
entered  the  market  two  years  ago 
and  is  vying  with  Peaudouce  for 
second  place  after  brand  leader 
Procter  &  Gamble.  P«SiG's  link  up 
with  the  Fater  Group,  the 
privately  owned  Italian  concern 
which  owns  Swaddlers,  and  the 
announcement  that  P&G  is  to 
develop  a  Pampers  plant  in 
Manchester,  are  likely  to  have  an 
impact  in  1991 . 

Just  under  half  of  all 
disposables  are  sold  through 
grocery  outlets:  pharmacies 
account  for  36  per  cent  (Boots  14 
per  cent),  drugstores  4  per  cent 
and  home  delivery  4  per  cent. 
Advertising  expenditure  reached 
peaked  at  £9. 7m  in  1989,  but  in 
the  12  months  to  September  1990 
fell  back  to  £6. 6m.  The  Economist 
hitdligaice  Unit  ltd.  Tel:  071-493 
6711. 

AAH  Pharmaceuticals'  Vantage 
Symbol  gi'oup  are  expanding  their 
shop  dress  range  with  new 
counter  coats  (six  sizes)  and 
sweatshirts. 

The  sweatshirts  are  suitable 
for  both  work  and  leisure  wear, 
say  AAH,  and  are  embroidered 
with  the  Vantage  logo.  The 
sweatshire  is  £10  and  the  counter 
coat  £14.30.  AAH  Pharmu- 
l  eitticals  Ltd.  Tel:  ()92H  7170711. 


Spring  gifts  come 
from  Morny 


Lentheric  Morny  have  introduced 
a  new  set  of  gift  packs  (£3.95)  in 
time  for  Spring  gift  buying 
occasions. 

The  packs  come  in  pastel 
ccjloured  card-cartons,  each  with 
its  own  floral  design.  The  sets 
contain  one  15ml  cologne  in  a 
glass-bottled  spray,  together  with 
a  single  lOOg  pleat  wrapped  hand 
soap  positioned  in  display  moulds, 
and  visible  through  a  clear 


window. 

For  quick  on-shelf  recognition 
fragrance  names  are  marked  in 
gold  block  together  with  the  two 
Morny  royal  warrants,  says  the 
company.  Cartons  are  finished  (jff 
with  pastel  bows. 

The  gift  sets  are  packed  in 
boxes  of  six,  each  box  contains  a 
single  variant  from  the  four 
fragrances  available.  Lentheric 
MornvLtd.  Tel:  0276  62181. 


Brainstorm  in  the  bath 

merchandising  tray.  Six  trays  are 
then  packed  into  a  protective 
cardboard  shipper. 

All  sponges  are  cut  to  the 
shape  of  the  image  and  measure 
185mm  by  116mm  by  45mm.  No 
CFCs  are  used  in  their 
manufacture,  say  Brainstorm. 
The  sponges  retail  ff)r  around 
£2.50  each.  Brainstorm  Ltd.  Tel: 
0342312681. 


Brainstorm  have  come  up  with  a 
process  that  enables  colour 
designs  to  be  printed  onto  foam 
sponges. 

Five  designs  are  available  in 
Brainstorm's  Fun  Sponge  range 
--  a  teddy,  kitten,  puppy,  fish  and 
duck  —  and  more  are  planned, 
says  the  company. 

For  display  eight  sponges  of 
one  design  are  presented  in  a 


Creighton 
trial  sizes 

Creighton  have  introduced  a  trial 
size  pack  of  their  Ocean  Harvest 
range  of  bath  and  body  products. 
Presented  in  a  wallet  it  comprises 
a  25ml  hair  and  body  shampoo, 
creme  foam  bath,  conditioner, 
after  bath  moisturiser  and  two 
miniature  soaps.  It  retails  at 
£3.45. 

The  ingredients  are  derived 
from  plant  life  found  in  oceans  and 
have  not  been  tested  on  animals, 
sav  Creifihtons  Naturally  pic.  Tel: 
0903  745611. 


Precious 
Guerlain 

A  new  addition  to  the  Evolution 
range  of  skincare  products  by 
Guerlain  is  Divinaura,  a 
transparent  gel  containing  gold 
particles  which  acts  as  a  "skin 
enhancer"  (£32  for30ml). 

The  chitin  gel  contained  in  the 
product  is  said  to  help  firm  the 
features  and  smooth  the  skin.  It 
also  contains  vitamin  E. 

It  can  be  used  morning  or 
evening,  with  or  without  make- 
up. Guerlain  Ltd.  Tel:  081-998 
1646. 


Gillette 
promote  with 
Unichem 

Unichem  have  teamed  up  with 
Gillette  in  a  promotion  offering 
savings  of  over  £40.  The  offer  is 
part  of  Gillette's  £10  million  1991 
promotion  campaign. 

On  ordering  8  packs  from  the 
Natrel  Plus  range,  customers  can 
claim  a  dozen  free  Natrel  Plus 
zerion  aerosols.  Similarly,  when 
ordering  10  packs  from  the  Right 
Guard  range,  customers  can  claim 
a  dozen  free  Right  Guard  vogue 
aerosols. 

When  ordering  22  packs 
across  both  ranges  of  Right  Guard 
and  Natrel  Plus,  a  dozen  Natrel 
Plus  zerion  aerosols,  a  dozen 
Right  Guard  vogue  aerosols  and  a 
dozen  Right  Guard  vogue  roll-ons 
come  free.  Unichem.  Tel: 
081-391  2323. 

Baby  deals 
from  Cannon 

Cannon  Babysafe  are  promoting 
three  of  their  products. 

Six  Avent  soft  spout  trainer 
cups  (£2.75)  are  being  offered  for 
the  price  of  five. 

Each  pack  of  the  feeding  bottle 
range,  Designs,  contains  a  free 
spoon.  The  display  unit  contains 
live  twin  packs  and  20  single  packs 
of  the  8oz  bottles  for  £28.36.  The 
twin  pack  retails  at  £3.30  and  the 
single  at  £1.75. 

Cannon  are  also  offering  their 
orthodontic  and  safety  soothers 
(£0.99)  at  ten  for  the  price  of 
eight.  Cannon  Babysafe  Ltd.  Tel: 
0787280191. 

Unichem 

baby 
promotion 

Unichem  are  running  a  promotion 
on  their  recently  introduced 
largest  pack  baby  toiletries, 
offering  a  free  product  as  an 
incentive.  Pharmacists  are  invited 
to  buy  a  parcel  containing  two 
packs  of  each  of  the  new  products 
(500ml  baby  oil,  500ml  baby 
lotion,  200  cotton  buds)  and  on 
purchase  of  the  products  will 
receive  a  free  pack  of  their  choice. 
Free  stock  is  equivalent  to  a  20 
per  cent  discount.  The  promotion 
runs  to  the  end  of  March. 
Unichem.  Tel:  081-391  2323. 
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DISTRIBUTION 


We  Go  National 

Ernie  Gillxircl,  Manuring  Director  ot 
Colorama  Photo  Finishing 
Laboratories  said  recently  'We  have 
pressed  the  button  -  we  have  hft 
off  as  he  announced  the  beginning 
of  Colorama 's  new  campaign  of 
expansion  into  the  'Ws. 

'We  have  made  the  commitment 
and  are  investing  behind  our  plan  to 
develop  Colorama  into  a  nationwide 
service." 

'Already  new  plant  from  Agfa  and 
other  leading  photo  companies 
utilising  the  very  latest  technological 
advancements  has  been  installed 
and  Colorama  indicate  that  they  will 
continue  to  keep  abreast  of  the 
latest  innovations  in  their  effort  to 
offer  the  finest  photo  processing 
service  possible  to  the  independent 
dealer.' 

At  the  present  time  Colorama 
areas  of  operation  cover  London  and 
the  South  East  serving  1,200 
chemists  and  photo  dealers  with  a 
24-hour  service  and  twice-a-elay 
service  for  dealers  in  the  City  and 
West  End, 

Phase  Two  will  open  up 
Colorama  Laboratories  in  the 
Midlands  creating  a  new  nationwide 
Colorama  network  covering  around 
2,S00  independent  retailers. 


I  MONEY  MATTERS  I 
£2m 

Investment 
Programme 

'We've  made  the  commitment  and 
it's  all  systems  go'  says  Vinod  Patel, 
Chief  Executive  of  Colorama, 
Britain's  fastest  growing  photo 
finishing  laboratory. 

His  statement  referred  to  the 
recent  launch  of  the  expansion 
programme  of  Colorama  to  become 
a  nationwide  photo  finishing  ,ser\'ice 
for  the  independent  retailer. 

Vinod  Patel  confirmed  that  the 
new  plan  of  growth  to  national 
distribution  for  Colorama  is  hacked 
by  £2m  annual  investment  in  new 
generation  photo  technology  and  a 
new  campaign  of  marketing  and 
advertising, 

'There  is  no  doubt  that  the  proven 
success  of  quality,  service  and 
competitive  price  of  Colorama  Photo 
Finishing  over  recent  years  in 
London  and  the  South  will  quickly 
be  adopted  by  independent  retailers 
in  the  Midlands  and  North,  Already 
we  are  receiving  daily  enquiries 
from  many  dealers  north  of 
Birmingham.  Our  proven  fornuila 
will  quickly  demonstrate  the 
increa,sed  profitability  po,ssible  with 
a  Colorama  contract,' 


With  the  new  policy  of  expansion  for 
Colorama,  the  faste,st  growing  photo 
finishing  laboratory  in  the  South  East, 
came  the  decision  to  exhibit  for  the 
first  time  at  the  Chemex  Exhibition  at 
Olympia  last  September, 

Their  giant  50m  square  stand 
projected  their  new  campaign  theme 
-  'Colorama  -  Developing  and 
Enlarging  into  the  '90s'  and  details  of 
their  noted  quality  service  and  their 
plan  to  expand  to  a  nationwide 
service  were  presented  on  the  stand. 

Focal  point  of  the  stand  was  one 
of  the  two  red  Colorania  Ferrari  cars 
with  the  company  name  emblazoned 
across  the  bonnet  plus  striking 
photographs  of  the  cars  at  high 
speed  recently  commissioned  from 
top  photographer  Richard  Cooke, 
noted  ff)r  his  powerful  pictures  of  the 
Red  Arrows,  high 


OPINION 


N.S.  Patel 

Chemist,  Central  London 

'The  staff  at  Colorama  are  always 
very  helpful  and  willing  to  answer 
any  queries,  I  have  no  intention  of 
looking  anywhere  else  for  a  similar 
sei-vice  and  am  lOO^i  happy  with  the 
relationship  I  currently  have  with 
Colorama.' 

Derek  Whitby, 

Photo  Shop,  Chiehester 

Total  jiackagc  otiered  to  irs  by 
(Colorama  is  so  good  we  woLdd 
never  tiream  of  considering  anyone 
else.  In  business  nothing  is 
sLipposedly  perfect  but  Colorama  all 
round  service  is  as  close  as  you  will 
ever  get.' 

Michael  Karat, 
Chemist,  London  Bridge 

■'I'he  strength  of  Colorama  has 
always  been  the  personal  basis  on 
whicli  it  has  been  run.' 

1  am  sure  this  individuality  is  the 
secret  of  their  success  and  makes 
them  the  foremost  and  most  reliable 
and  consistent  tiuality  photo 
processor  in  Greater  London.' 


speed  cars  and  motor  cycles.  All 
these  photographs  were  designed  to 
introduce  the  Colorama  photo 
finishing  service  theme  -  Fast, 
Colourful,  Reliable! 

Ernie  Gilburd,  Managing  Director 
of  Colorama  said:  'We  had  a  prime 
position,  an  out,standing  exhibition 
stand,  complete  with  the  famous 
Colorama  Ferrari  and  a  great  story  to 
tell  to  the  4,000  plus  visitors.' 

Extensive  new  contracts  were 
made  with  many  firm  invitations 
from  dealers  interested  in  the 
expansive  plans  of  Coloiama  on 
target  to  become  an  independent 
nationwide  network. 

In  addition  to  the  Colorama 
Testarossa  Ferrari  which  drew  vast 
attention  from  visitors  was  attractive 
nn)del  Jenny  Jourdan  whose  stimning 
features  were  photographed  with  the 
car  by  hundreds  of  visitors. 


TECHNOLOOY 


West 

t;olorama  have  carved  their  envied 
reputation  tor  quality,  service  and 
innovation  by  consistently  investing 
in  the  latest  photo  technology. 

As  part  of  their  multi-million 
pound  investment  in  1991  they 
recently  iastalled  new  MSP  printers 
from  photo  giant  Agfa,  Germany, 
also  a  processor  from  Noritsu,  the 
Japanese  Photo  Manufacturer.  This 
unit  is  the  fastest  paper  processor  in 
the  world  today  capable  of  printing 
over  120  metres  of  paper  per  hour. 

.Vlr  T,  Ishibashi,  .Managing 
Director  of  Xoritsu  said  "We  are 
delighted  that  Noritsu  Paper 
Processing  equipment  has  been  the 
choice  of  a  progressive  Photo 
Finishing  Company  like  Colorama. 
Their  record  ot  growth  in  recent 
years  based  on  innovation  anti 
sound  marketing  indicates  I  believe 
the  constant  review  by  their  board 
of  the  finest  photo  technology 
available." 

John  Childs,  Director  of  Agfa  said 
(Colorama  is  a  model  company  ui 
demonstrating  how  initiative  and 
enterprise  coupled  with  the  constant 
innovation  of  Agfa  photo  processing 
technology  is  a  proven  formula  for 
success  and  growth  in  a  very 
competitive  market.  We  are 
delighted  to  be  a  vital  part  of 
(;olorama's  expansion  programme.' 


PROMOTION 


Fast  Delivery  Vans 

In  I()  \ears  (.olor.inKi.  Hrilain's 
tastest-grovving  Photo  Finishing 
Laboratory  has  won  an  envied 
reputation  toi"  high  qrudity.  awartl- 
winning  processing,  hold  and 
iiuaginative  marketing,  fast  deliveiy 
and  competitive  prices  for  the 
independent  retailer  in  the  SoLith 
East, 

Theii'  seiA'ice  claim  ot  lieing  "Fast, 
colourtul  and  reliable'  is  aptly 
interpreted  by  their  two  red 
company  Ferraris  with  the  name 
'Colorama'  emblazoned  across  the 
200  miles  per  hour  bonnet, 

(The  200  also  serves  to  renuiul 
lh,il  ('olor.ini.i  is  ilic  onl\-  laboiaion 


oltering  a  private  label  I'Airopean 
prockiced  ASA200  cohuir  negative 
film. 

The  cars  ha\'e  been  extensively 
Lised  m  company  promotions, 
exhibitions  and  advertising 
campaigns  and  wherever  they  go, 
the  Ferraris  deliver  the  message  that 
Colorama  is  the  photo  finishing 
laboratory  of  the  '90s. 

All  offering  more  retailers  the 
opportLinity  of  increasing  their 
profitability  (and  perhaps  owning  a 
red  Ferrari')  as  the  consumer 
demand  fi)r  fast,  qLiality  processing 
continues  to  grow  in  the  next 
de(ade. 


SUZANNE 
DANDO  IN 
SLIM  'N'  FIT 
DRIVE 


SLIM  *N*  FIT   delicious  chewy  bars  which  taste  great  but  have 
less  than  100  calories. 


ENRICHED  "^^^^  •'"O"'  vitamins  and  minerals  —  perfect  for 
Britain's  5  million  women  who  exercise  regularly 
and  watch  their  weight. 

BOOSTED   by  national  advertising  in  slimming,  health  and 
women's  magazines  featuring  TV  personality, 
ex-Olympic  gymnast  Suzanne  Dando. 


SLIM  'N'  FIT   offers  strong  branding  with  good  on  shelf,  point  of  sale  impact. 


=    S  — t7  /^f/^  ^ 


W-'JIANNIA^^* 
HLALTH  4S 
PRpDUCTSSl^- 
IIMITED  ^^^^ 

Kudhill,  Surrey  ^^^^ 


THE    GREAT    TASTING    BAR    FOR    HARDWORKING  BODIES 


Can  help  slimming  or  weight  control  only  as  part  of  a  calorie  controlled  diet. 


COUNTERPOIN 


Cosmetic  sales  up  despite 
recession,  says  Silver  Book 


Sales  of  cosmetics  and  toiletries 
have  improved  as  consumers  have 
switched  from  buying  expensive 
durables  to  more  mundane  items 
as  a  result  of  the  recession, 
according  to  Tlw  Silver  Book  in  its 
review  for  1989. 

Trade  demand  was  buoyant  in 
the  first  half  of  1989  but  slowed  in 
the  second  six  months  due  to 
more  cautious  buying,  says  the 
report. 

Total  UK  retail  sales  in  1989 
were  39.6  per  cent  up  on  their 
1985  level.  Chemist  outlets 
recorded  the  best  growth  with  a 
54  per  cent  rise  in  sales.  Mixed 
retail  businesses  were  up  37  per 
cent,  although  when  trading 
turned  down  it  was  the  large 
department  stores  which  suffered 
most. 

Cosmetics  and  toiletries 
experienced  a  real  term  recovery 
of  0.6  per  cent  in  1989  compared 
with  a  2.5  per  cent  fall  back  in 
1988.  Sales  in  the  UK  were  worth 
£1126.2  million  m  1989,  says  the 
report,  with  toiletries  taking  62.5 
per  cent  and  cosmetics  37.5  per 
cent. 

"For  a  welcome  change," 
says  The  Silver  Book  "every 
segment  of  the  market  recorded 
an  increase  in  sales."  Toiletries 
performed  better  than  cosmetics 
and  the  leading  category  was 
depilatories,  the  smallest  market 
sector.  Prices  of  cosmetics  and 
toiletries  increased  by  around  5 
per  cent  while  the  retail  price 
index  went  up  by  7.8  per  cent. 
The  report  estimates  that 
toiletries  in  total  went  up  in  real 
terms  by  2.1  per  cent  and 
cosmetics  declined  by  2  per  cent. 

Sales  of  cosmetics  into  the  UK 
trade  have  risen  22  per  cent  since 
1985  but  prices  have  increased  by 
about  the  same  amount,  making 
the  real  value  of  demand  in  1989 
almost  identical  to  that  of  1985, 
despite  increased  advertising  — 
up  18  per  cent  compared  with 


In  real  terms  the  best 
performing  sector  was 
deodorants  with  an  increase  in 
sales  of  43  per  cent. 

Trade  demand  for  fragrances 
was  fairly  buoyant  for  the  first  nine 
months  of  the  year,  with  bath 
preparations  representing  the 
largest  growth  area,  but  collapsed 
badly  in  the  Christmas  quarter. 
This  has  been  attributed  to  a 
combination  of  high  inventories 
and  a  reaction  to  the  increased 
interest  rates. 

Prices  of  toiletries  and 
cosmetics  have  gone  up  by  22.5 
per  cent  over  the  five  year  period 
covered  in  The  Silver  Book.  The 
biggest  rise  was  in  the  fragrance 


sector  where  prices  increased  by 
about  37  per  cent  and  the  smallest 
was  hair  preparations  which 
recorded  a  rise  of  just  under  10 
per  cent. 

Bath  preparations  now 
account  for  one  third  of  the 
fragrance  sales,  with  trade 
demand  valued  at  £61m  in  1989. 
Sales  of  oils,  creams  and 
essences,  representing  the 
prestige  segment,  rose  by  13.1 
per  cent  in  real  terms.  The  budget 
segment,  comprising  ci7stals, 
salts  and  cubes,  showed  only  a 
marginal  increase. 

Hair  preparations  are  claimed 
to  be  the  largest  single  sector  of 
the  cosmetic  and  toiletry  market, 
with  a  31  per  cent  share  in  1989. 
However  sales  were  only  7.1  per 
cent  up  on  1988  because  of 
inventory  rationalisation.  Demand 
for  setting  lotions  increased  by 
31.9  per  cent  and  conditioners  by 
17.2  percent.  The  performance  of 
colorants  was  up  by  only  1.5  per 
cent  and  permanent  waves  saw  a 
decline  of  7  per  cent. 

Sales  of  dental  care  products 
over  the  1985-89  period  rose  by 
40  per  cent,  in  real  terms  9  per 
cent.  Growth  is  from  increased 
toothpaste,  powders  and  gel  sales 
which  were  up  10.1  percent,  with 
advertising  expenditure  up  41.1 
per  cent  on  1988,  while  demand 
for  denture  products  declined  by 
1 .9  per  cent. 

The  £117. 5m  sector 
represented  10.7  per  cent  of  the 
total  UK  cosmetic  and  toiletry 
market. 

In  its  review  of  make-up  The 


Silver  Book  reports  sluggish  trade 
demand  throughout  the  year,  with 
total  market  sales  in  1989  almost 
the  same  as  in  1985.  The  biggest 
growth  area  was  in  eye  make-up 
which  rose  29.5  per  cent  on  1988 
(advertising  expenditure  was  up 
76  per  cent),  followed  by 
highlighters,  toners  and  blushers 
at  10.6  per  cent  and  face  powders 
at  6.3  per  cent. 

Nail  preparations  now  account 
for  only  9  per  cent  of  the  total 
make-up  market,  compared  to  15 
per  cent  five  years  ago. 
Advertising  expenditure  was 
down  79  per  cent  on  the  previous 
year. 

The  Silver  Book  hints  at  a 
revival  in  the  skin  care  market, 
with  1989  sales  worth  £159. 9m, 
up  5.4  per  cent  on  1988  and 
representing  14.5  percent  of  the 
UK  cosmetic  and  toiletry  market. 
However,  after  allowing  for  price 
increase  contribution,  UK  trade 
demand  increased  by  only  0.4  per 
cent.  The  largest  increase  in  sales 
was  from  the  handcreams 
segment,  which  enjoyed  a  270  per 
cent  increased  advertising  spend 
on  1988.  Sun  preparations  saw  an 
upturn  of  10.7  per  cent  on  1988 
with  sales  of  £24m. 

In  1989  the  men's  market  was 
worth  £76. 7m,  5.4  per  cent  up  on 
the  previous  year^  accounting  for 
7  per  cent  of  the  cosmetic  and 
toiletry  market.  The  buoyancy  of 
the  market  is  attributed  to  rising 
sales  of  deodorants  and 
antiperspirants.  The  Silver  Book, 
JHA  Associates  Ltd.  23  Golden 
Square,  London  WL 


Raising  money  for  various  chanties,  donated  by  the  Janssen  Pharmacy 
research  group,  are:  top  row  (L-R):  Linda  Hirst,  Hirst  Pharmacy, 
Bingley,  Nr  Bradford;  Betty  Simpson,  a  locum  in  Oxfordshire;  and 
Paul  Rodwell,  Clegg  Chemist,  Wantage.  Bottom  row  (L-R):  Sue 
Phillips,  Hirst  Pharmacy ,  Bingley,  Nr  Bradford;  Martin  Atkinson  and 
Edna  Lambert,  Sway  Pharmacy ,  Sway;  and  Ian  Conquest,  Denholme 
Pharmacy,  Denholme.  Centre:  Sally  Sharp  (left)  and  Sue  Canon,  Dick 
Hazelhurst,  Bradford 


—  the  every  week 
story  of  pharmacy  folk 
episode  35. 

^'I  AM  NOT  READY  FOR 
LEAFLETS -BUT  I 
STILL  CHOSE  PILLS" 

said  Stuart  Andrews 
M.R.Pharm.S.  of  Manchester 

"Hooked  at  the  main  PMR 
systems  available  and  PILLS  was 
the  best.  I  like  the  reliability  and 
it  is  more  than  adequate  for  my 
needs.  It  is  very  very  helpful  in 
my  pharmacy  and  I  would 

recommend  it  to  other 
pharmacists.  It  also  has  the 
potential  to  do  so  much  more 
when  I  want  to  without  incurring 
any  further  software  cost.' ' 


PILLS  offers  stock  control, 
software  for  Manrex  &  Nomad, 
direct  ordering  from  all  major 

wholesalers  —  and  so  much 
more. 

For  your  FREE  no  obligation 
demonstration,  ring: 


COIVIPUTIIMCS  LTD 

Nunn's  Comer,  Sandy  Lane, 

Stourport-on-Sevem, 
Worcestershire  DY13  9QB. 
Telephone:  0299  827826 
Fax:  0299  827393 
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lAUTIES 


Uvistat  AC! 

Windsor's  new  Uvistat  ult fablm  k 
factor  30  suncream  (50t;  1'3.47), 
reformulated  factor  iO  suncream 
(lOOg  £3.07)  and  factor  15 
lipscreen  (5ml  Vl  .J.j,  all  prices 
trade)  have  n  .'.llnwed  on  FPIO 
bv  the  ACBS. 

The  factu:  30  and  10  sun 
creams  offer  fully  balanced 
protection:  the  factors  are  equal 
for  UV-A  as  for  UV-B,  while  the 
ratio  IS  2:1  (UV-B:UV-A)  in  all 
other  Uvistat  products,  sav 
Windsor. 

L'vistat  suncreams  can  be 
prescribed  for  the  protection  of 
the  skin  from  UV  radiation  in 
photodermatoses  including  those 
resulting  from  radiotherapy.  The 
lipscreen  can  also  be  used  for 
chronic  or  recurrent  Herpes 
siinplex  liihuilis.  Wi/uhur 
Phaniu/eeiitudh  Ltd.  Tel:  0344 
4S444S. 


Dalacin  T 

A  new  formulation  of  tlie  topical 
antibiotic  for  acne  Dalacin  T,  is 
being  launched  by  Upjohn.  The 
lotion,  for  patients  with  dry  and 
sensitive  skins,  comes  in  a  30ml 
applicator  (£6.65  trade). 

It  is  a  white  to  off-white, 
alcohol-free  emulsion  containing 
clindamycin  phosphate  1  percent. 
It  should  be  applied  twice  daily  to 
the  affected  area.  Upjohn  Ltd. 
Tel:  0293531133. 


Nycopren 

Lundbeck  are  launching  Nycopren 
on  Monday,  a  product  which  they 
say  is  the  only  enteric-coated 
tablet  form  of  naproxen. 

The  oblong,  white  tablets  are 
covered  with  an  acid  resistant 
coating  and  pass  through  the 
stomach  without  disintegi'ating,  to 
be  broken  down  and  absorbed  in 
the  intestinal  tract.  The  advantage 
of  this  is  a  reduced  incidence  of 
gastric  damage,  the  company 
says. 

Nucopren  is  indicated  for  the 
treatment  of  rheymatoid  arthritis, 
osteoarthritis,  ankylosing 
spondylitis,  acute  gout  and  acute 
inflammatory  musculoskeletal 
disorders. 

The  usual  dose  for  arthritic 
complaints  is  500mg-lg  per  day 
taken  at  12  hourly  intervals. 
Contra-indications,  warnings,  and 
side-effects  are  similar  to  those 
for  other  naproxen  products. 

The  POM  (licence  number 
4517/009,  010)  comes  in 
strengths  250mg  scored  tabelts 
(250  £25.85)  and  500mg  tablets 
(60  £12.41 ,  100  £20.68,  all  prices 
trade).  Distributors  Farillon  Ltd. 
TeL-  04023  71136. 


Oxivent  joins  Atrovent 


Boehringer  Ingellieim  are  launcing 
Oxivent  at  the  beginning  of 
February.  Like  Atrovent,  it 
contains  an  anticholinergic 
bronchodilator;  its  advantages 
include  decreased  frequency  of 
administration,  and  long  term 
benefit  in  peak  expiratory  flow  and 
symptoms  attributable  to  chronic 
asthma,  says  the  company. 
Manufacturer  Boehringer 
Ingelheim  Ltd,  Ellesfield  Avenue, 
Bracknell,  Berkshire  RG12  4YS 
Description  Pressurised 
emtered  inhaler:  10ml  vial  as  a 
complete  unit  with  mouthpiece. 
Each  of  200  metered  doses 
delivers  lOOmcg  oxitropium 
bromide  per  puff 
Uses  Management  of  airways 
obstruction  in  chronic  stable 
asthma  and  chronic  obstructive 
pulmonary  disease 
Dosage  Adults  Two  puffs  two  or 
three  times  daily 


Contra-indications,  warnings 

etc  Known  hypersensitivity  to 
atropine  or  ipatropium  bromide. 
Seek  medical  advice  if  reduced 
response  becomes  apparent. 
Discontinue  if  respiratory 
symptoms  associated  with  use  of 
Oxivent  are  reported.  Avoid 
accidental  release  into  the  eye. 
Caution  in  patients  with  gluacoma 
or  prostatic  hypertrophy.  Do  not 
use  during  pregnancy  unless 
benefits  outweigh  risk  to  foetus 
(see  Data  Sheet) 
Side  effects  Systemic 
anticholinergic  effects,  such  as 
blurring  of  vision  or  hesitancy  of 
micturition,  are  rare,  but  may  be 
important  in  the  elderly.  Local 
irritation  of  throat  and  nose, 
occasionally  nausea 
Packs  10ml  vial  containing  200 
doses  £12.98  trade 
Product  licence  0015/0142 
Issued  January  1991 


Vagifem  for  vaginitis 


Novo  Nordisk  have  launched 
Vagifem,  which  they  say  is  a  major 
advance  in  the  treatment  of 
atrophic  vaginitis  due  to  oestrogen 
deficiency. 

Vagifem  if  available  in  a  single- 
use  applicator  containing  a  white, 
concave,  film-coated  vaginal  tablet 
of  25mcg  oestradiol  in  a 
hydrophilic,  cellulose-derived 
matric  base .  The  polymer  gives  a 
controlled  release  of  the  drug,  and 
enables  the  tablet  to  adhere  to  the 
vaginal  wall. 

Vagifem  offers  the  lowest 
dose  of  oestrogen  which  can 
effectively  treat  vaginal  dryness 
and  dyspareunia  (pain  during 
intercourse),  say  Novo.  Once 
inserted,  it  hydrates  to  form  a 
protective  gel  through  which  the 
oestrogen  is  released  over  24 
hours,  and  is  absorbed  into  the 
vaginal  epithelium. 

At  a  level  of  25mcg,  Vagifem 
does  not  stimulate  the  endo- 
metrium, unlike  oral  unopposed 
oestrogen  therapy.  Vagifem  does 


not  need  progestogen  addition.  It 
also  avoids  problems  with 
administration  and  leakage 
encountered  with  other 
preparations  which  may  lower 
compliance. 

The  dosage  is  one  tablet  daily 
intravaginally  for  two  weeks, 
which  may  be  followed  by  a 
maintenance  dose  of  two  tablets 
per  week.  Treatment  should  be 
discontinued  after  about  three 
months  to  assess  whether  further 
therapy  is  necessary. 

For  contra-indications, 
warrungs  etc  see  Data  Sheet.  Few 
side-effects  have  been  observed: 
slight  vaginal  bleeding,  vaginal 
discharge  and  skin  rash  have  been 
reported. 

Vagifem  comes  in  laminated 
bubble  strips  containing  five 
applicators,  each  with  an  inset 
tablet,  packed  in  cartons 
containing  three  strips  (£14.99). 
The  licence  number  of  the  POM  is 
4668/0026.  Distributors  Fan  I  Ion 
Ltd.  Tel:  04023  71136. 


More  DHC 

Napp  are  adding  two  strengths  of 
DHC  Continus  tablets  to  the 
existing  60nig  strength. 

The  new  90mg  and  120mg 
tablets  are  white  to  off-white, 
capsule-shaped,  biconvex  tablets 
with  DHC  90  (or  120)  on  one  side. 
The  dosage  for  both  is  one  tablet 
12  hourly.  For  uses  contra- 
indications, side  effects,  see  Data 
Sheet. 

DHC  Continus  tablets  come  in 
securitainers  of  56  tablets  (90mg 
£10.63,  120mg  £14.18,  both 
prices  trade).  Napp  Laboratories 
Ltd.  Tel:  0223  424444. 


BRIEFS 


Credenhill  have  increased  the  size 
range  of  their  Comfort  stockings 
to  include  ex-large  variants. 
Credenhill  Ltd.  Tel:  0602320144. 
CP  say  that  there  will  be  no  stock  of 
Hyalase  from  February  until 
further  notice,  due  to  temporary 
difficulties  in  production.  They 
anticipate  that  production  will 
recommence  in  late  January,  but 
stocks  will  not  be  available  for 
about  three  months.  CP 
Pharmaceuticals  Ltd.  Tel:  0978 
661261. 

Brietal  sodium:  Eli  Lilly  apologise  for 
the  interruption  in  supply  of  this 
item.  Once  stock  becomes 
available  orders  will  be  filled  using 
a  "next  day"  carrier.  Stock  for 
vial  660/500mg  and  704/lOOmg  is 
expected  this  month,  but  not  until 
March  for  664/2. 5g.  Eli  Lilly  & 
Co  Ltd.  Tel:  0256  473241. 
Kerfoot  Pharmaceuticals  are 
withdrawing  calcium  and  vitamin 
D  (500iu)  from  their  range  and 
replacing  it  with  calcium  and 
ergocalciferol  tablets  (400iu). 
Kerfoot  Pharmaceuticals.  Tel: 
06  i -330  4531. 

Astra  have  changed  the  pack  of 
Bricanyl  Turbohaler  and  from 
early  February  will  be  supplying  a 
new  design,  100-dose  pack  (£8.94 
trade),  replacing  the  existing  100- 
and  200-dose  packs.  The  metered 
dosage  strength  of  SOOmcg  per 
inhalation  is  unchanged.  The 
200-dose  pack  will  remain 
reimbursable  for  at  least  six' 
months;  prescriptions  should  be 
endorsed  with  the  type 
dispensed.  Astra  Pharmaceuticals 
Ltd.  Tel:  0923266191. 
Isocal  has  been  reformulated  with 
higher  levels  of  vitamins  and  the 
addition  of  ultratrace  vitamins, 
chhromium,  molybdenum  and 
selenium.  Vanilla  flavouring  and 
some  sucrose  have  also  been 
added.  The  level  of  vitamins  and 
minerals  has  been  increased  so 
that  100  per  cent  of  the  RDA  of 
these  nutrients  is  now  provided  in 
1,250ml  (five  cans  rather  than 
eight  as  previously).  The  patient 
will  receive  l,250kcal  instead  of 
2,000kcal.  Bristol-Myers 
Pharmaceuticals.  Tel:  081-572 
7422. 
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Would  you  recommend  a  No.2  pain 
toyour  No.1  customer? 


^iumerous  clinical  studies  have  settled  the  issue: 

1*1      Nurofen  is  one  of  the  most  effective  analgesics  you 

can  recommend  for  pain.  Even  your  own. 

Nurofen  (ibuprofen)  is  more  effective  than  aspirin  or 
paracetamol  in  relieving  headaches,  dental  pain,  period 
pain,  flu  symptoms,  —  in  short,  most  common  indications. 
And,  unlike  paracetamol  and  codeine,  Nurofen  is  anti- 
inflammatory. 

This  efficacy  is  accompanied  by  an  equally  good  safety 
record.  In  overdosage,  Nurofen  is  safer  than  either  aspirin  or 
paracetamol  and  has  been  shown  in  clinical  trials  to  have  a 
better  tolerability  profile  than  aspirin  in  normal  doses. 
Also,  Nurofen  is  rapidly  excreted  and  is  less  likely 
than  aspirin  to  have  an  adverse  effect  on  the  gastro- 
intestinal tract. 
So  It's  no  wonder  that  Nurofen,  supported  by  a  £5 
million  TV  campaign,  appeals  to  more  and  more  people. 
We  hope  you  recommend  it.  Because,  when  you  really 
compare  Nurofen  to  any  other  analgesic,  we  think  you  will 
come  to  the  inevitable  conclusion.  There's  no  comparison. 

We  invite  comparisoo 


AGBSTA 

ICS 

It  is  sales  of  the  b.isi.  i:(iiniiiodities 
which  hold  up  best  when 
consumer  expei'.diture  is  curbed. 
If  this  is  tnie  then  the  pharmacy 
sector  should  be  able  to  weather 
the  liardships  of  the  recession 
better  than  most,  with  sales  of 
medicines  and  toiletries  forming 
the  bulk  of  their  business. 

Haircare  forms  the  second 
largest  sector  of  the  toiletries 
market  (as  defined  by  AGB)  with 
sales  for  the  year  to  the  end  of 
October  1990  showing  11  per  cent 
growth  to  reach  £551.3  million. 
Only  bathroom  toiletries,  boosted 
by  the  increasing  popularity  of 
shower  products  is  bigger 
(£81 7.9m). 

The  Wash  &  Go  phenomenom 

Procter  &  Gamble  have 
persuaded  consumers  to  Wash  & 
Go  (at  least  those  that  inhabit 
shower  locker  rooms)  with 
resounding  success.  The  brand 
has  18  per  cent  of  the  £184m 
shampoo  market  —  nearly  twice 
that  of  Head  &  Shoulders  —  and 
still  faces  surprisingly  little 
competition  from  other  branded 
manufacturers.  Dimension  from 
Elida  Gibbs  was  on  the  market 
first  but  has  never  been  that  well 
accepted  by  consumers.  One  Step 
from  Alberto-Culver  offers  the 
only  branded  competitor,  suggest 
AGB,  although  Boots'  own  label 
brand  Duo  is  doing  reasonably. 

L'Oreal  are  moving  back  into 
the  shampoo  market  with 
extensions  to  their  specialist 
ranges  Energance,  Nouriance  and 
Rayonnance.  Schwarzkopf  are 
also  making  an  impact  among  the 
more  specialised  brands  with 
improved  distribution  and  support 
in  major  outlets  such  as  Boots. 
However  the  company's  "green" 
Neutral  Line  range  has  not  made 
the  impact  it  might  have  done. 
Pure  and  Clear  has  been  slightly 
more  successful  but  again  has  not 
been  as  well  supported  by 
consumers  as  Alberto  might  have 
hoped,  say  AGB,  which  seems  to 
put  a  question  mark  against  the 
future  of  such  "environmental" 
branding. 

The  conditioners  market  has 
shown  growth  of  only  4 . 6  per  cent 
in  the  last  12  months,  although 
deep  conditioning  products  are 
doing  well  (there  is  a  strong 
correlation  between  those  who 
use  Wash  &  Go  and  a  deep 
conditioner).  Intensive  condi- 
tioners take  15  percent  of  sector 
sales,  up  from  12  per  cent  last 
year:  the  leading  intensive  brands 
are  Energance  from  L'Oreal, 
Alberto's  Hot  Oil  V05  and 
Vitapointe.  The  only  "normal" 
brand  doing  well  in  growth  terms 
is  Finesse  from  Helene  Curtis. 


g  back  to  the  roots... 


With  the  retail  trade  admitting  to  a  less  than  bouyant 
Christmas  trading  period  and  little  sign  of  the  recession 
easing  before  the  Summer,  it  will  be  back  to  the  basics 
for  High  Street  traders  in  the  first  half  of  1991.  Market 
researchers  AGB  give  some  hints  on  which  brands  are 
making  the  running  in  the  haircare  market 

The  personal  care  market:  sector  trends  (value) 

Total  market  (£ni)  2416  2764  +  14  464    515  482 
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There  has  also  been  a  notable 
switch  in  presentation  of 
conditioning  products.  Individual 
treatment  packs  or  ampoules  are 
growing  fastest  in  popularity  — 
sterling  sales  were  up  36  per  cent 
last  year.  Tubes  are  the  next  most 
popular  presentation  followed  by 
tubs. 

Own  brands  have  outper- 
formed other  brands  in  the 
conditioners  sector,  perhaps  due 
to  some  trading  down.  Private 
label  showed  growth  of  13  per 
cent  last  year  and  now  accounts 
for  a  third  of  all  sales.  Boots 
showed  34  per  cent  growth,  the 
Body  Shop  22  per  cent  and 
Superdrug  28  per  cent. 

Styling  holds  it  own 

Styling  products  showed  17  per 
cent  growth  in  the  last  12  months 
and  are  still  looking  strong.  Sprays 
is  the  newest  category  in  the 
sector,  accounting  for  15  per  cent 
of  the  sales,  and  is  the  fastest 
growing  showing  an  annual  sales 

Expenditure  £000' s 


increase  of  70  per  cent.  Of  the 
new  spray  brands  which  have 
recently  entered  the  market  the 
most  successful  is  the  brand 
leading  Studio  Line,  just  ahead  of 
Alberto  V05  and  L'Oreal's 
Grafic. 

Mousses  are  the  largest  part 
of  the  styling  sector,  with  58  per 
cent  of  sales  and  growing  at  13  per 
cent  annually.  L'Oreal  were  the 
first  with  their  Freestyle  product, 
which  still  leads  the  market. 
Range  extensions  to  Sunsilk  and 
Empathy  have  not  done  very  well, 
according  to  AGB,  but  Wella's 
Shockwaves  sells  well  among 
young  users. 

Gels  make  up  a  quarter  of  the 
styling  sector  and  are  growing 
roughly  in  line  with  the  total 
haircare  market  at  10  per  cent, 
slowing  from  a  peak  a  couple  of 
years  ago.  Studio  Line  is  the 
leading  brand,  although  Garnier's 
Grafic  Power  and  Wet  Look  have 
made  an  impact.  This  category 
could  suffer  in  1991 ,  say  AGB,  as 
it  is  driven  by  young  purchasers 


who  are  fashion  led  and  likely  to  be 
short  of  money. 

Private  label  makes  a 
considerable  impact  in  the  styling 
sector.  It  accounts  for  7  per  cent 
of  sales  in  sprays,  16  per  cent  in 
gels  (although  this  dropped  back  2 
per  cent  last  year),  and  a  quarter 
of  all  mousses.  The  large  grocery 
multiples  are  showing  greater 
interest  in  what  until  now  has  been 
regarded  as  something  of  a 
specialist  area. 

Women's  hairsprays  is  a  dull 
market  and  becoming  confused 
with  styling  and  setting  products. 
The  trend  towards  pump  action 
packs  prompted  by  the 
environmentally  concerned  has 
never  really  taken  off.  Instead 
manufacturers  have  moved 
quickly  to  use  alternatives  to 
CFCs  in  aerosols.  Pump  packs 
only  take  10  per  cent  of  sector 
sales:  Finale,  Alberto  V05  and 
Vidal  Sassoon  are  the  leading 
brands.  Overall  Silvikrin  just  beats 
Elnett  to  the  lead  position.  Private 
label  takes  16  per  cent  of  sales. 


The  top  five  brands  in  the 
haircare  sectors 

Shampoos: 

1.  Wash  &  Go  2.  Head  & 
Shoulders  3.  Timotei  4.  Vosene 
5.  Silvikrin. 

Conditioners: 

1.  Timotei  2.  Revlon  Flex  3. 
Cream  Silk  4.  Alberto  V05  5. 
Vidal  Sassoon. 

Hairsprays: 

1.  Silvikrin  2.  Elnett  3.  Harmony 
4.  Sunsilk  5.  Supersoft. 

Styling  aids: 

1.  Studio  2.  Freestyle  3.  Alberto 
V05  4.  Brylcreem  5.  WeUa 
Shockwaves. 


Total  market  154337 

184341^+19 

128590 

134891 

+  5 

86907 

101999+17 

6643.5 

69512  +5 

Shampoo 

Hairspray 

Stylln 

g  Aids 

Hair  Conditioners 

Total  Chemists 

27 

26 

(%) 

+  17 

35 

34 

(%) 

+  3 

40 

37 

(%) 

+  9 

29 

29 

+  6 

Total  Drugstores 

14 

14 

+  18 

21 

21 

+  9 

21 

22 

+  20 

15 

15 

-1 

Total  Grocers 

49 

50 

+  20 

36 

36 

+  3 

28 

30 

+  26 

41 

40 

+  3 

Other  Outlets 

10 

10 

8 

9 

11 

11 

15 

16 

12M/E 

OCTOBER 
'89  '90 

OCTOBER 
'89  '90 

OCTOBER 
'89  '90 

OCTOBER 
'89  '90 
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Take  the  pain  out  of  orderin 

Co-Dydramol 


Punch  in  PARAMOL 


Macf arlan  Smith 

Wheatfield  Road,  Edinburgh  EH11  2QA  Tel:  031-337  2434  Fax:  031-337  9813 


CLOCKWORK 


ORANGE 


When  customers  come  to  you  for  advice  on  relieving  the  discomfort  of  their  constipation, 
they  may  well  expect  you  to  recommend  a  laxative.  But  most  simple  constipation  is  caused 
by  a  lack  of  fibre  in  the  diet.  Doesn't  it  make  sense  then,  to  recommend  that  they  relieve  their 
constipation  by  increasing  the  amount  of  fibre  they  eat? 

Unfortunately,  many  people  may  be  unwilling  or  unable  to  change  their  diets  to  include 
more  high  fibre  foods.  This  is  where  you  can  help,  by  recommending  fibre  in  a  glass  — 
Fybogel  Orange. 

Because  it  contains  Ispaghula  husk,  Fybogel  Orange  can  help  to  replace  the  fibre 
missing  from  so  many  modern  diets,  easing  the  discomfort  of  constipation  and  restoring 
regularity.  Fybogel  Orange  is  a  convenient,  palatable  drink,  flavoured  with  natural  orange. 
A  natural  choice  for  the  management  of  constipation.  j 


A  GENTLE  START  TO 
NATURAL  REGULARITY 


PRODUCT  INFORMATION  FOR  PHARMACY  RECOMMENDATION:  FYBOGEL:  Active 
ingredients:  each  sachet  contains  35g  Ispaghula  husk  B.P.  Indications:  constipation,  conditions 
requiring  a  high  fibre  regimen.  Contra-indications:  Fybogel  is  contraindicated  in  cases  of  intestinal 
obstruction  and  colonic  atony  Dosage  and  administration:  (to  be  taken  in  water)  Adults  and  children 
over  12:  one  sachet  morning  and  evening.  Children  6-12:  half  to  one  5ml  spoonful,  depending  on  size 
and  age,  morning  and  evening.  Children  under  6:  consult  your  doctor.  Retail  price:  at  December  '90 
7  sachets  99p,  10  sachets  £1.22.  Product  Licence  nos.  Fybogel  Orange  44/0068,  Fybogel  44/0041. 
Fybogel  is  a  trade  mark.  Further  information  and  display  material  is  available  on  request  from  /'f\ 
Reckitt  &  Colman  Products,  Hull,  HU8  7DS,  U.K.  \jj 


As  the  sun  continues  to  shine  on  the  sunpreps  market  C&Dtikes  a  look  at  its 
progress  over  the  past  year.  Manufacturers  continue  to  fight  for  their  place 
in  the  sun,  but  the  introduction  of  UVA  SPFs  will  be  this  year's  talking  point... 


For  a  second  successive  year,  sizzling 
Summer  temperatures  have  sent  the 
sunpreps  mari<et  soaring.  The  sector  is 
already  topping  £85m  and  looks  poised  for  a 
hat  trick  of  record  years  with  favourable 
predictions  for  an  even  better  1991. 

According  to  AGB  statistics,  sales  in 
1988-89  took  the  sector  to  £79m  and 


although  success  depends  largely  on  the 
weather,  manufacturers  and  retailers  alike 
are  pointing  to  a  strong  underlying  growth 
developing  in  the  market.  "Obviously 
weather  is  important,  but  the  consumer  is 
wising  up  to  the  need  for  a  thorough 
suncare  regime  both  at  home  and  on  holiday 
abroad,"  says  Andrew  Dixon,  marketing 


I  man; 
I  ^ 


manager  for  Windsor  Pharmaceuticals. 

The  seasonality  of  the  market  can  be 
clearly  seen  in  the  fact  that  in  May /June 
1990  sales  stood  at  £28m  rising  to  £42m  in 
July/August  when  temperatures  topped  the 
nineties. 

Over  the  past  two  years,  manufacturers 
have  tried  to  outdo  each  other  with 
innovation.  However  this  year  looks  set  to 
be  the  most  exciting  yet  with  two  new 
players  in  the  market  —  Crookes  and 
Johnson  &  Johnson  (see  p88)  —  and  every 
suncare  company  without  exception 
introducing  either  a  new  product  or  an 
entire  range.  As  the  sector  moves  forward 
at  such  an  alarming  rate,  the  inevitable 
question  arises,  is  the  consumer  moving 
with  it? 

Companies  such  as  Windsor  believe  that 
the  consumer  is  not  doing  too  badly, 
although  there  is  still  "a  lot  of  work"  to  be 
done.  "Consumers  who  use  a  suncare 
regime  do  tend  to  use  it  wisely  and  seem  to 
be  clued  up  on  factors  and  their  skin  type. 
However,  there  is  still  a  large  proportion  of 
the  population  that  does  not  use  any 
sunpreps  at  all  and  it  is  to  these  people  that 
our  attention  must  now  be  turned,"  says 
Andrew  Dbion. 

The  protection  factor 

According  to  Aisling  Cloonan,  senior  brand 
manager  for  Piz  Buin,  research  shows  that  a 
staggering  15  percent  of  consumers  still 
admit  to  not  using  any  sun  protection  when 
exposed  to  the  sun. 

Mary  Wray ,  marketing  manager  at  Roc, 
believes  that  although  consumers  are  given 
a  wealth  of  advice  by  manufacturers  and  the 
Press  alike,  they  choose  in  many  cases  to 
ignore  it.  '  'The  emphasis  is  still  on  a  tan  at 
any  cost  in  a  lot  of  cases  and  it  is  a  case  of 
changing  a  whole  way  of  thinking, ' '  she 
says. 

Clive  Wright,  product  development 
manager  for  the  new  Crookes  E45  suncare 
range,  reveals  that  research  carried  out  by 
his  company  shows  that  over  one  in  ten  of 
the  population  regularly  suffers  from 
sunburn ,  with  the  highest ' ' fryers ' '  in  the 
16-24  age  group.  Sally  Hunt,  brand  manager 
for  Bergasol,  believes  that  people  will 
always  want  a  suntan.  ' ' People  feel  better 
with  a  tan  and  it's  our  job  to  make  sure  they 
go  about  it  safely",  she  says. 

However,  Nivea  are  confident  that  in  the 
next  few  years,  although  consumer  swill  not 
totally  forgo  the  pleasures  of  being  in  the 
sun:  "They  will  increasingly  adopt  a  more 
measured  approach  to  protection. ' ' 

Without  a  doubt,  the  lion's  share  of  the 
sunpreps  market  goes  to  sunscreens. 
Research  from  Smith  &  Nephew  puts  it  at 
80  per  cent.  Aftersun  comes  next  with  a  14 
per  cent  share,  followed  by  fake  tan  with  6.5 
per  cent. 

As  it  stands,  the  market  seems  to  be 
polarised  between  low  and  high  protection 
products.  According  to  figures  from  Piz 
Buin,  23.2  per  cent  of  consumers  use  SPF 
0-3,  38.3  per  cent  use  4-6;  23.3  per  cent  use 
7-10;  6  percent  use  11-14  and  10.2  per  cent 
use  15  4- .  These  figures  are  encouraging, 
showing  that  the  number  of  sales  for  SPFs  of 
6  and  under  have  dropped  to  61 .5  per  cent 
compared  with  79  per  cent  in  1986.  This 
clearly  demonstrates  a  consumer  trend 
towards  higher  protection. 

Changing  consumer  demands  are  also 
reflected  in  formulation  trends,  and  oils 
which  are  traditionally  perceived  as  tan 


SUNPREP 


promoters  rather  than  skin  protectors  have 
shown  a  steady  decline.  They  now  account 
for  8.8  per  cent  of  sterling  sales  compared 
with  11.6  per  cent  in  1989.  However,  Sally 
Hunt  for  Bergasol  is  not  unduly  concerned. 
"Oils  have  been  steadily  declining  for  ten 
years  —  it  is  simply  because  we  cannot 
create  higher  factors  in  this  formulation. 
However,  there  will  always  be  a  hard  core  of 
people  who  tan  easily  and  who  prefer  the 
texture  of  an  oil. "  In  contrast  lotions  have 
risen  from  a  52.1  per  cent  share  in  1987  to 
56.3  per  cent  in  1990. 

Diffy:UVA/UVB  debate 

The  issue  which  has  hit  the  sector  hardest 
over  the  past  year  has  to  be  the  UVA/UVB 
debate.  It  all  began  in  May  '89  with  Dr 
Diffy's  article  in  The  Lancet  which  revealed 
a  method  of  screening  sunscreens  for  both 
UVA  and  UVB.  The  Press  went  crazy, 
consumers  became  confused,  and  the  issue 
dominated  the  sector. 
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This  year  Windsor  have  "taken  the  bull 
by  the  horns"  and  are  the  first  company  to 
launch  a  UVA  SPF  on  pack.  "Such  has  been 
the  interest  in  the  UVA  issue  during  the  last 
Summer,  we  felt  that  as  the  leading 
protection  brand  we  should  include  on  pack 
as  much  information  as  possible  to  help  the 
consumer  choose  a  sunprep.  This  obviously 
meant  putting  a  SPF  number  for  UVA  as 
well  as  UVB  on  pack.  Consumers  will 
undoubtedly  become  confused  as  more 
sunpreps  offer  UVA/UVB  screening.  The 
issue  is  the  eficacy  of  UVA  cover  which  we 
can  show , ' '  says  Andrew  Dixon .  In  order  to 
obtain  a  UVA  factor,  the  company  is  using  an 
tn  vitro  method  based  on  the  use  of  an 
artificial  hght  source.  The  absorption 
spectiaim  of  a  sunscreen  is  measured  at  5nm 
intervals  across  the  appropriate  UV 
waveband  of  290-400nm  (virtually  no  UV 
light  below  290nm  reaches  the  earth).  The 
figures  calculated  in  this  way  give  a  SPF 
equivalent  at  each  of  the  5nm  intervals. 
These  can  be  displayed  in  graphical  form  and 
the  average  protection  afforded  over  any 
portion  of  the  UV  spectrum  calculated.  This 
method  shows  very  close  correlation  with 
UVB  SPFs  measured  by  the  standard 
procedure  in  human  volunteers,  say 
Windsor.  Although  widely  accepted,  this 
method  has  not  been  fully  validated  for  its 
UVA  results  in  terms  of  comparison  with  the 
results  from  human  tests. 

Now  that  Windsor  have  shown  the  way 
with  Uvistat,  will  other  manufacturers 
follow  suit?  According  to  Clive  Wright  at 
Crookes,  UVA  labelling  at  this  "early 
stage"  is  a  mistake.  "Two  numbers  on  a 
product  will  simply  serve  to  confuse  the 
consumer.  They  have  enough  trouble  with 
UVB  SPFs" ,  he  says.  He  backs  this  claim 
with  the  results  of  research  carried  out  by 


Crookes  which  revealed  that  98  per  cent  of 
adults  questioned  did  not  know  what  type  of 
ultra-violet  rays  SPFs  referred  to  on 
existing  sunscreens. 

Aisling  Cloonan  is  also  sceptical.  "All  Piz 
Buin  products  offer  the  best  possible  sun 
protection  against  UVB  and  UVA  rays.  We 
do  not  use  a  UVA  factor  because  there  is  no 
official  UVA  method  and  more  importantly, 
we  do  not  want  to  confuse  the  consumer 
further,"  she  says. 

Mary  Wray  at  Roc  would  prefer  to  see 
companies  acting  in  unison  on  the  issue  "At 
Roc  we  believe  that  at  this  stage  it  is 
premature  to  develop  a  UVA  factor  system 
because  firstly,  there  are  a  number  of 
methods  for  testing  UVA,  and  secondly 
there  is  no  widely  accepted  method. ' ' 

Laboratories  Garnier  claim  to  have 
improved  the  level  of  UVA  filtration  in  their 
high  protection  range  and  virtually  every 
suncare  company  this  year  will  state  on  pack 
that  their  product  offers  both  UVA  and  UVB 
protection.  (See  p90). 

Pharmacies  progress 

As  the  market  continues  to  soar,  it  is 
interesting  to  look  at  the  pharmacist's 
progress.  Figures  are  not  encouraging.  The 
overall  pharmacy  share  of  the  market  has 
increased  from  59.6  to  60.5  per  cent  say 
figures  from  Ciba.  However,  Boots  take  the 
major  share  of  this  with  43.7  per  cent  with 
the  independent  at  16.8  per  cent. 

Manufacturers  agree  that  the  pharmacist 
could  be  doing  more  to  increase  his  share  of 
the  sector.  As  always,  the  main  complaint 
seems  to  be  the  way  in  which  products  are 
displayed.  "Sunpreps  should  be  displayed 
prominently  and  attractively  during  the  main 
purchasing  period,  and  display  material 
should  always  be  used  for  visual  impact , ' ' 
says  Mary  Wray. 

According  to  Sally  Hunt,  the  pharmacist 
still  tends  to  see  suncare  as  a  cosmetic 
issue.  "Suncare  is  becoming  more  technical 
by  the  minute.  It  is  a  serious  healthcare 
issue,  a  necessity  rather  than  a  luxury  and 
the  sooner  the  pharmacist  realises  this  the 
sooner  he  will  boost  sales. ' ' 

The  main  advantage  of  buying  a  sunprep 
from  a  pharmacy  is  that  the  consumer  can 
seek  advice  and  talk  to  the  pharmacist  about 
various  ranges,  says  Clive  Wright.  "The 
white  coat  instills  confidence  in  the 
consumer  and  the  pharmacist  should  make 
the  most  of  his  ethical  heritage ' ' .  Both 
Smith  &  Nephew  and  Ciba  stress  the 
importance  of  training  assistants  thoroughly 
in  suncare  and  Laboratories  Garnier  stress 
the  importance  of  link  selling. 

Windsor  undertook  research  into  the 
pharmacy  sector  last  Summer  with  some 
interesting  results.  Some  70  per  cent  of 
pharmacists  questioned  only  ordered  new 
sunpreps  when  the  old  ones  ran  out,  often 
leaving  shelves  empty  during  peak  sales 
periods;  30  per  cent  did  not  believe  that  staff 
knowledge  of  sun  protection  was  important 
(although  35  per  cent  left  the  ordering  of 
sunpreps  up  to  their  assistants). 

The  majority  of  those  questioned  also 
considered  advertising  more  important  than 
brand  share  and  were  more  likely  to  stock  a 
heavily  advertised  product  as  opposed  to  a 
product  with  a  proven  track  record  in  sales 
and  performance.  "These  results  should 
serve  as  a  warning  to  the  pharmacist  to  re- 
think his  entire  attitude  to  sun  protection 
sales  before  it  is  too  late, ' '  warns  Andrew 
Dixon. 
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un,  the  skin  and  sunscreens 


Although  the  skin  may  be  affected  by  a  broad 
spectrum  of  the  sun's  rays,  it  is  the  ultra-violet 
baiid  which  produces  the  greatest  changes. 
The  earth  receives  energy  from  the  sun  in  the 
form  of  electro-magnetic  radiation.  Towards 
the  long-wave  end  of  the  solar  spectrum  is  the 
infra-red.  This  is  perceived  as  heat:  in  excess 
may  cause  sweat  rashes  and,  possibly,  long- 
term  damage  to  the  deeper  skin,  the  dermis. 
At  shorter  wavelengths  than  the  infra-red  is 
the  visible  spectrum.  Thjs  has  little  or  no  effect 
on  normal  skin  but  may  cause  rashes  in 
persons  whose  skin  is  abnormally  sensitive  to 
light.  Beyond  the  visible  spectrum  is  the  ultra- 
violet band.  This  cannot  be  seen  but  has 
considerable  and  important  effects  on  the  skin. 

Ultra-violet 

The  ultra-violet  (UV)  band  extends  from 
260-400  nanometres  (nm).  A  nanometre  is 
one  millionth  of  a  millimetre.  Conventionally, 
UV  light  IS  divided  into  three  bands:  UVC, 
UVB  and  UVA. 

UVC  extends  from  260-280nm  but  none 
reaches  the  surface  of  the  earth  because  it  is 
all  filtered  out  by  the  atmosphere.  UVB 
extends  from  280-320nm.  Much  of  it  is  filtered 
out  by  the  atmosphere  but  considerable 
amounts  do  reach  the  earth.  It  is  this  band  that 
is  responsible  for  sunburn  and  for  the  induction 
and  maintenance  of  tanning.  UVB  penetrates 
into  the  epidermis  but  only  a  small  proportion 
(about  5-10  per  cent)  reaches  the  dermis. 
Tanning  is  a  response  to  injury  of  the  skin; 
tanned  skin  is  skin  that  has  been  damaged. 
Frequent  short-term  exposure  or  chronic 
exposure  of  the  skin  to  UVB  leads  to  visible 
changes  and  may  result  in  skin  cancer. 

Chrome  exposure,  as  in  outdoor  workers, 
results  in  considerable  thickening  and 
coarsening  of  the  skin.  Although  this 
thickening  provides  additional  protection 
against  the  penetration  of  UV  rays,  outdoor 
workers  are  particularly  prone  to  develop  skin 
cancers  of  the  basal-cell  or  squamous-cell 
types.  Chronic  exposure  does  not  lead  to  an 
increased  incidence  of  malignant  melanoma;  it 
may  even  provide  some  protection  from  this 
dangerous  type  of  skin  cancer. 

Sudden  severe  exposure,  for  instance 
leaving  Britain  in  the  Winter  to  go  on  a  tropical 
holiday  and  "soak  up' '  the  sun,  is  probably  the 
reason  for  the  dramatic  increase  in  recent 
years  of  the  incidence  of  malignant  melanoma. 
The  shock  to  the  skin  of  such  sudden,  intense, 
exposure  may  diminish  the  skin's  immuno- 
surveillance  mechanisms  which  would 
normally  destroy  melanocytes  undergoing 
malignant  changes,  so  allowing  malignant 
melanoma  to  develop. 

UVA  extends  from  320-400nm.  Little  is 
filtered  out  by  the  atmosphere  and  up  to  1 ,000 
times  more  UVA  than  UVB  reaches  the  earth. 
Unlike  UVB,  little  of  which  goes  beyond  the 
epidermis,  over  50  per  cent  of  UVA 
penetrates  into  the  dermis. 

In  the  doses  available  from  sunlight,  UVA 
does  not  burn  the  skin  nor  does  it  produce 
significant  tanning.  However,  long-term 
exposure  to  UVA  leads  to  marked  dermal 
damage.  The  dermis  contains  the  skin's 
support  mechanisms;  the  blood  vessels,  the 
nerves,  and  the  collagen  and  elastic 
connective  tissues  which  act  as  the  skin's 


The  UVA/UVB  debate  has  dominated 
the  suncare  market  over  the  past 
year.  Dr  Oswald  Morton,  consultant 
pharmaceutical  physician  to  Windsor 
Pharmaceuticals  looks  at  the  issues 


redness  without  the  application  of  a  sunscreen 
is  measured,  for  example,  thi'ee  minutes.  The 
test  is  repeated,  this  time  after  the  application 
of  a  sunscreen.  The  time  taken  to  produce 
redness  will  now  be  prolonged,  for  example, 
to  30  minutes.  The  SPF  is  calculated  by 
dividing  30  by  3,  ie  10.  A  sunscreen  with  an 


Photograph  courtesy  of  Windsor  Pharmaceuticals 

skeleton.  Damage  to  these  structures  over 
time  by  UV  light  causes  the  changes  perceived 
as  ageing. 

These  changes  differ  considerably  from 
those  that  occur  with  age  in  areas  of  the  skin 
not  exposed  to  sunlight,  such  as  the  inner 
surface  of  the  arm  and  the  buttocks.  The 
dermatoheliosis  caused  by  exposure  of  the 
skin  to  UV  light  over  many  years  is 
characterised  chiefly  by  a  change  in  the  dermal 
connective  tissue.  The  normal  collagen  and 
elastic  tissues  are  replaced  by  an  abnormal 
substance  called  elastosis.  This  forms  a  poor 
skeleton  for  the  skin  which,  consequently, 
sags  under  gravity  and  develops  wrinkles. 
Other  changes  include  enlargement  of  the 
capillaries  and  the  development  of  pigmented 
and  depigmented  patches. 

In  all  these  changes,  UVB  and  UVA  act 
together  but  there  is  evidence  that  UVA  alone 
can  bring  about  market  deterioration  in  the 
dermis. 

Sun  protection  factors 

At  one  time  it  was  thought  that  UVB  alone  was 
harmful,  and  that  UVA  was  innocuous. 
Consequently,  sunscreens  that  were 
developed  to  prevent  sunburn  were  designed 
to  filter  out  only  the  UVB .  In  order  to  be  able 
to  measure  the  length  of  protection  afforded 
by  an  application  of  a  sunscreen,  the  sun 
protection  factor  (SPF)  was  developed.  This 
depends  on  the  fact  that  UVB  causes  the  skin 
to  go  red  (erythema).  In  essence,  the  test 
consists  of  the  measurement,  on  the  backs  of 
human  volunteers,  of  the  minimum  erythema 
dose  (MED)  produced  by  a  lamp  with  a  UV 
spectrum  similar  to  sunlight  (a  solar 
simulator). 

The  time  taken  to  produce  minimum 


SPF  of  10  should  enable  the  user  to  stay  out  in 
the  sun  ten  times  longer  with  the  sunscreen 
than  without  it.  It  is  here  that  a  paradox  exists. 
If  the  sunscreen  predominantly  filters  UVB, 
allowing  the  penetration  of  UVA,  the 
increased  time  it  allows  in  the  sun  before  the 
discomfort  of  sunburn  causes  the  shade  to  be 
sought,  results  in  a  greatly  increased 
exposure  to  UVA  and  the  risk  of  greater  long- 
term  solar  damage 

The  need  for  UVA  protection 

It  was  the  realisation  that  sunscreens  which  do 
not  offer  good  UVA  as  well  as  UVB  protection 
may  increase  the  risk  of  long-term  damage 
that  has  led  to  the  demand  for  products  that 
protect  evenly  across  the  UV  spectrum.  Until 
recently,  it  has  not  been  possible  to  measure 
accurately  the  degree  of  UVA  protection  that 
a  particular  formulation  might  provide.  UVA 
does  not  cause  the  skin  to  go  red,  so  it  is  not 
possible  to  perform  a  sun  protection  factor 
test  as  for  UVB. 

Among  the  methods  used  experimentally 
for  determining  the  potency  of  UVA 
protection  afforded  by  a  sunscreen  have  been 
adaptations  of  the  UVB  test  using  patients 
with  a  sun-sensitivity  disorder  in  which  the 
skin  goes  red  when  exposed  to  UVA.  A  similar 
effect  can  be  obtained  in  normal  volunteers  by 
sensitising  their  skins  by  means  of  an  agent 
such  as  8-methoxy  psoralen.  The  ethicality  of 
such  testing  is  in  doubt  and,  in  any  case,  use 
is  being  made  of  an  abnormal  response  of  the 
skin  so  the  application  of  the  results  to  normal 
skins  is  probably  invalid. 

Another  test  currently  being  examined 
uses  the  phenomenon  of  immediate  pigment 

'Continued  on  p8S 
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IT  WOULD  APPEAR  THAT  PUBLIC  CONCERN 
ABOUT  UVA  INCREASED  BY  41%  LAST  YEAR 


SALES 


IVISTAT 


FROTECrtOV,  . 


1989 


1990 


Source-  Nielsen  July/August  1990 


UVISTAT  SUN  CARE 


More  and  more  people  are 
becoming  aware  of  the  long  term 
skin  ageing  and  damage  caused  by 
UVA  rays. 

Consequently,  they  are  turning 
to  sunscreens  that  offer  more  balanced 
protection. 

Uvistat  has  already  established 


Itself  as  a  sunscreen  that  offers 
superior  UVB  and  UVA  protection. 

It  is  now  the  third  largest  brand 
in  pharmacies.*  having  grown  by  41% 
last  year  compared  with  a  marltet 
growth  of  15%. 

We  are  going  to  build  on  this 
success  with  the  introduction  of  our 


Factor  30  Ultrablock.  This  offers 
total  protection  from  UVA  as  well  as 
UVB  in  a  1:1  ratio. 

In  the  light  of  recent  events  we 
think  it  will  be  extremely  popular. 

Add  to  this  the  success  of  our 
Babysun  range  and  £^/4  million 
support,  and  the  outlook  for  next 


year  Is  brighter  than  ever. 

For  more  details  of  our  special 
bonus  offers  contact  your  Windsor 
Pharmaceuticals  territory  manager  or 
telephone  0344  484448. 

IVISTAT 

THE  GEMLE  ART  OF  SUN  CONTROL 


+  AII  pharmacies  excluding  Boots 


^WINDSOR  PHARMACEUTiCALS  LTD 


d.iikfiiiii.L;  (iri )).  W'lu'ii  Uk'  skin  is  exijosfil  to 
li.ulil,  particularly  UV  lij^ht,  it  undi'rsjiot's  a 
].)h()t()(_iit'niical  reaction  resultiii,^  in  ininicdiate 
(some  minutes)  (iarkeniri}^.  By  exposinjf  a 
volunteer's  skin  to  UVA  from  a  specially 
filtered  lamp,  the  time  taken  for  this  darkening 
to  appear  can  a  measured  before  and  after  the 
application  of  a  sunscreen.  The  increase  in 
time  taken  when  the  sunscreen  has  been 
applietl  is  a  measure  of  its  UVA  filterinji 
potency.  Because  II'D  occurs  with  a  relatively 
small  doses  of  UVA,  the  test  is  not  able  to 
distinguish  between  sunscreens  with  low  or 
high  UVA  filtering  potencies.  There  are  also 
other  negative  aspects  of  the  II'!)  test  so  its 
utility  is  in  doubt. 

Recently,  in  vitrn  methods  have  been 
developed  which  enal)le  the  measurement  of 
protection  factors  at  .Sum  intei'vals  across  both 
the  UVB  and  the  UVA  spectra.  When  the 
UVB  factors  of  m<iny  sunscreens  were 
measured  in  this  way  and  then  compared  with 
the  SPFs  measured  in  the  usual  way  in  human 
volunteers,  there  was  very  close  correlation, 
giving  confidence  that  for  UVB  at  least,  the  in 
vitxi  test  is  accurate. 

Similar  validation  of  the  lu  vitro  UVA 
factors  is  clearly  not  possible,  but  UVA  SPF 
tests  using  patients  with  sensitivity  to  UVA 
have  shown  veiy  good  correlation  with  the  //; 
vitro  test  results.  These  in  vitro  methods  have 
proved  an  excellent  tool  in  the  development  of 
sunscreen  formulations  and  will  almost 
certainly  prove  very  useful  in  enabling  the 
\}\\\  potency  of  sunscreens  to  be  described  to 
the  consumer. 

The  current  situation 

Virtually  all  sunscreens  on  the  market  provide 
good  protection  from  UVA.  It  has  been  argued 
that  it  is  not  necessary  to  have  equally  good 
I'V.A  protection  since  the  effects  of  UVA  are 
apparently  much  less  than  those  of  UVB. 
Although  this  is  true  in  terms  of  acute  damage 
it  is  not  true  in  respect  of  long-term  damage. 

It  should  not  be  forgotten  that  there  is  up 
to  1 ,000  times  more  UVA  than  UVB  reaching 
the  skin  and  little  UVA,  unlike  UVB,  is  filtered 
out  by  the  atmosphere,  and  the  amount  of 
UVA  received  throughout  early  and  late 
daylight  hours  and  in  Winter  is  considerably 
greater  than  the  amount  of  UVB.  (At  all 
latitudes,  significant  UVB  is  received  only  in 
the  two  hours  before  and  the  two  hours  after 
noon.  Away  from  the  tropics,  much  less  UVB 
is  received  in  the  Winter  than  in  the  Summer) . 

It  is  also  argued  that  UVA  protection  need 
be  concerned  only  with  the  "near"  UVA 
(320-350nm),  since  it  is  this  part  of  the 
spectmm  that  causes  the  damage.  However, 
there  is  evidence  that  the  longer-wave  UVA 
(350-400nm)  can  also  cause  dermal  damage. 
It  is  clearly  better,  therefore,  that  sunscreens 
should  protect  weO  across  the  whole  spectrum 
of  UVB  and  UVA.  Only  a  few  currently 
available  sunscreens  fulfil  this  criterion.  It  is 
likely  that,  with  the  passage  of  time,  more 
sunscreens  that  provide  broad-spectrum 
protection  will  become  available. 

From  the  consumer's  point  of  view,  the 
availability  of  tests  that  enable  the  degree  of 
UVA  protection  afforded  by  a  sunscreen  to  be 
stated  on  the  pack,  is  an  advance  comparable 
to  the  development  and  quoting  of  SPFs. 

Armed  with  clear  information  as  to  the 
protection  potency  in  both  the  UVB  and  the 
UVA,  pharmacy  staff  are  in  a  good  position  to 
advise  inquiring  customers.  Such  information 
will  also  enable  the  consumer  to  make  a  more 
informed  choice  of  sunscreen  when  selecting 
a  preparation  straight  from  the  shelf. 


What's  new  all  round 
plus  Windsor's  UVA  factor 

As  the  market  continues  to  grow  (?<S/?turns  the  spotlight  on  the  ever 
increasing  choice  available  to  the  community  pharmacist... 

Breaking  the  mould 


W  indsor's  Uvistat  range  will  feature  a  SPF 
number  for  UVA  as  well  as  UVB  in  1991  on 
pack  with  the  copy  line  "UVB  and  UVA 
balanced  protection  formula". 

Windsor  have  re-designed  all  Uvistat 
and  Uvistat  Babysun  packaging  so  that  thev 
also  carry  the  maximum  wavelengths  for 
which  each  product  will  provide  protet  tion. 
In  order  to  obtain  a  UVA  factor,  the 
company  is  using  an  /;/  vitro  method  based 
on  the  use  of  an  artificial  light  sf)urce  (see 

Plans  lor  Ux'istat  this  year  include  the 
launch  of  an  ultra  block  factor  30  (UVA  and 
UVB),  designed  particularly  for  people  with 
photosensitive  skin,  and  those  who  wish  to 
protect  their  skin  from  further  ageing  from 
UV  rays  (l'5.99).  The  company  will  also  be 
relaunching  its  SPF  10  sun  cream  with  a 
new  water  resistant  formula,  containing 
micronised  titanium  dioxide,  both  products 
have  been  given  ACBS  approval.  A  new 
lOOg  squeeze  pack  size  is  also  being 
introduced  with  SPF20. 

The  £750,000  advertising  spend, 
includes  a  national  Press  campaign,  an 
educational  booklet,  sampling  offers  and 
merchandising  material. 


Windsor's  ultra  block  factor  30 


Crookes  and  J&J 


Two  new  players  have  entered  the  sunpreps 
market  this  year  with  ranges  aimed  at  the 
protection  sector.  Crookes  have  taken  their 
market-leading  Cream  E45  into  the 
sunshine  with  the  introduction  of  Sun  E45. 
The  protection  range  comprises  UVA/UVB 
sun  block  cream  SPF  25  (£5.99);  ultra 
UVA/UVB  protection  lotion  SPF  15  (£7.49) 
and  high  UVA/UVB  protection  lotion  SPFS 
(£6.99).  All  three  formulations  have  been 
allergy  screened  and  dermatologically 
tested  and  are  perfume  and  lanolin  free. 

Crookes  claim  that  Sun  E45  is  the  only 
sun  protection  range  to  utilise  a  range  of 
different  sized  particles  of  microfine  titanium 
dioxide  specially  blended  to  prevent  their 
aggregation.  "This  enables  the  range  to 
claim  true  hypo-allergenicity,"  says  product 
development  manager  Clive  Wright.  The 
product  should  be  applied  in  small  dots  to  the 
skin  and  rubbed  well  in.  The  range  is 
packaged  in  white  with  the  E45  logo. 
Support  includes  a  professional  guide  to 
"Dermatological  protection  for  sun 
sensitive  skin"  for  pharmacy  staff  and  a 
£750,000  advertising  campaign. 

Also  in  the  market  is  the  new  suncare 
range  from  Johnson  &  Johnson  offering 
family  sun  protection.  The  range  was  test 
marketed  early  last  year  and  comprises: 
SPF  6  for  normal  skin;  SPF  8  lotion  for  fair 
skin;  SPF  12  lotion  for  highly  sensitive  skin; 
SPF  15-f  lotion  or  cream;  SPF  20  sunbk)ck 
stick;  aftersun  lotion  and  aftersun  gel. 
Prices  will  be  released  shortly. 

Sunpreps  continued  on  p90 
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CALYPSO  -  The  Complete  Tanning  Plan 

Vivid  packaging,  stunning  shelf  appeal  and  that  bright 
Carribean  image  all  for  £3.49  RRP  (200ml)  and 
£4.99  RRP  (450ml  Family  Size  Aftersun  Pack). 

All  Calypso  products  are 
water  resistant  and  have 
not  been  tested  on  animals. 

^-^--^.^  /  ,        ■    ,-    ■.  -      -  / 
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For  further  information  contact: 

Linco  Impex  Ltd.,  Linco  House,  Manchester  Road,  Carrington,  Manchester,  M3I  4BX,  England. 
Tel:  061-777  9229.  Fax:  061-777  9112.  Telex:  666534  DIMPLES  G, 


'SI  ,. 


Roc's  contribution  this  year  is  a  total  sunblock  with 
(I  SPF  of  over  15  (50ml  £6.15)  —  it  is  hypo- 
ullcrgefiic,  and  is  said  to  provide  rytaximuni 
protection  against  Ul'A,  U\'B  and  visible  rays.  It 
l  oines  in  colourless  or  tinted  creams  and  active 
ingredients  include  cinnamic  ester,  oxybenzone 
and  dibenzol-methane  and  is  also  available  on 
prescription.  March  will  bring  the  launch  of  three 
rntire  products  from  Roc:  Water  resistant  sun 
rmim  (50ml  £6.95)  and  lotion  (150ml £7.95) - 
high  protection  products  SPF  7-9  —  and  invisible 
sunscreen  (SPF  10-15)  in  a  new  water-resistant 
fonnulation  will  be  available  in  March. 

Maws'  Suntime  sun  block  (40ml  £4. 15)  has  been 
u  tomiulated  as  a  factor  20  water  resistant  cream: 
and  the  Suntime  Sun  &  Wind  Cream  (80ml 
£4.15)  has  been  upgraded  to  factor  15  from  factor 
7. 
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Chcfaro  are  repackaging  and  reformulating  their 
Bergasol  range  for  1991  offering  nine  products 
(factors  2-8)  with  a  choice  of  oils,  creams  and 
lotions.  There  are  intensive  sun  products 
including  a  factor  10,  a  total  block  and  Begastick 
for  lips  as  well  as  two  after  sun  products  and  three 
products  for  the  hair.  Clear,  bright  graphics  and 
colour  coding  offers  easier  consumer  selection  at 
POS,  say  Chefaro,  and  an  in-pack  leaflet  is  also 
available.  All  products  now  contain  dual  filters  to 
screen  out  UVA  and  UVB  rays.  The  levels  of 
vitamins  A  and  E  in  the  products  have  been 
increased  and  all  tanning  formulations  also 
incorporate  "tan  enhancing  ingredients" .  The 
range  will  be  priced  from  £2.55  to  £8.25  and  will 
be  supported  by  a  £750, 000 promotional  package. 
POS  material  is  available. 


Nivea  Smgets  a  plethora  of  new  products  this  year. 
The  sun  hydrogel  range  has  been  repackaged  in  a 
larger  pack  size  (125ml)  and  in  addition,  the 
range  lias  been  extended  with  a  SPF 2  (£4.49)  and 
SPF 8  (£5.99)  hydrogel.  The  children  and  babies 
range  has  been  further  strengthened  with  the 
launch  of  a  50nil  water  resistant  cream  block 
(£4.29)  and  an  aftersun  mousse  (£3.29).  Also 
new  is  the  aftersun  with  active  moisturisers 
(200ml  £4.89)  and,  in  response  to  a  growing 
detnand  for  lotion  formidations ,  Smith  &  Nephew 
have  introduced  a  SPF  8  lotion  (£5.99).  All 
products  now  contain  micronised pigments  and  all 
packs  cany  the  table  "with  UVA  and  UVB 
protection ' '.  The  range  will  be  supported  with 
Press  advertising,  POS  material  and  consumer 
competitions.  The  company  has  also  published  a 
'  'major  '  report  of  the  suncare  market,  available 
:  month. 


this  i 


1991  marks  the  Panama  Jack  debut  into  the 
pharmacy  sector.  Tlie  First  Cabin  range  has  been 
fonnulated  for  high  exposure  to  sun  and  salt 
during  sailing.  It  comprises:  Cruise  formula 
tanning  oil  (237ml  £16.95):  tanning  lotion  SPF 
\  4or8  (237ml  £7.95)  and  mink  &  aloe  moisturiser 
(474ml  £9.45):  water  resistant  lotions  and  gels 
(factors  from  2  to  24);  a  lip  balm  in  four  flavours 
SPF  18  (£1.95):  a  range  of  total  block  zinc  oxide 
creams  (£1.95);  a  liair  highlighter atulcmulitione) 
(£4.95):  and  a  range  ofaftersuns  and  waterprooi 
products. 

Sooth-Tan,  Cupals'  pharmacy  only  suncare  range 
has  been  given  a  new  look  and  a  new  range 
concept.  Cream  and  brown  packs  have  been 
introduced  and  the  range  has  been  divided  intc 
three  protection  categories:  minimum,  medium 
I  and  maximum.  A  SPF 2  oil  and  a  SPF 22  milk 
j  for  children  and  adults  with  sensitive  skin  are 
new.  All  products  in  the  range  come  in  175mi 
packs  (£3.95). 


'hrce  more  products  join  the  Ambre  Solaire  portfolio 
lis  year,  and  the  entire  range  has  been 
^formulated  for  improved  UVA  filtration,  say 
aboratories  Gamier.  The  three  high  protection 
yoducts  now  contain  a  '  'combination  of  a  broad 
')ectrum  UVA-UVB  filter  system  with 
nicropigment  reflecting  agents '  which  help  to 
m'ent  UV  light  from  penetrating  the  skin ' ',  says 
\e  company.  There  is  a  also  a  facial  bronzer,  self- 
mning product  (£5.99),  and  a  multi -active  after- 
m  replenisher  (£5.99),  while  the  new  revitalising 
lampoo  (£2. 69)  which  helps  to  litnit  the  damage 
ised  by  the  sun  and  salt  water. 


The  Hawiian  Tropic  range  lias  now  been  colour  coded . 
for  '  greater  coherance  and  ease  of  selection ' ' ,  say 
Warner  Lambert  Healthcare.  With  white,  pink 
and  cream  denoting  high  protection  products  and 
dark  cream  and  brown  the  tanning  products.  All 
products  now  offer  waterproof  protectiton  and  new 
additions  are:  sunscreen  lotion  SPF8  (£7.25): 
dark  tanning  spray  SPF4  (£7.25):  dark  tanning 
cream  SPF4  (£5.50);  aftersun  moisturiser 
(200ml  £5.20, 300ml  £6. 75)  .and  a  Baby  Faces 
&  Tender  Places  aftersun  (200ml  £5. 75).  A 
£0.75  million  advertising  campaign  in  the 
Womens  Press  and  a  national  poster  campaign 
will  support  the  range. 


tVt 


tCRm  TOTAL 
I  ;1'-L       MULTI  Ra-l-ErrLUR 
ILVA  -  UVB  -  IR 


20 


S    PBOTECTION  INTfenAI  F 

20 


Vichy  gets  two  new  products  this  year  —  a  multi- 
reflective  sunscreen  SPF  20  (£7.50)  and  high 
protection  sun  milk  specially  for  children  SPF  12 
(£7.50).  The  multi-reflective  sunscreen  reflects 
UVA,  UVB  and  infra  red  rays,  says  the  company. 
It  is  water-resistant  and  should  be  used  on  delicate 
skin  or  in  intense  sun.  It  is  also  multi-protective 
and  has  been  tested  under  dermato-paediatric 
control,  says  the  company. 

Ultra  Glows  liquid  tint  (125ml  £8.95)  is  a  light 
solution  for  the  face  and  body,  while  Ultra  Glow 
self-tan  is  described  as  a  gently  self-tanning  milk 
with  UVA  and  UVB  filters  (150ml  £12.95). 
Products  come  packaged  in  black,  red  and  gold, 
are  allergy  tested  and  do  not  contain  animal 
ingredients. 


This  year  sees  the  new  look  Malibu  with  brighter 
packaging  and  a  more  streamlined  range.  Eylure 
Nobel  liave  unveiled  a  compact  line-up  with  just 
five  SPF  references  plus  aftersun.  Lower  factors 
come  in  oil  or  lotion  (£4.25)  and  higher  factors 
come  in  lotion  only  (£4. 75).  The  aftersun  costs 
£3.95.  All  variants  come  in  20Chnl  sizes.  The 
Malibu  logo  has  now  been  updated  and  packs  are 
in  shades  of  copper,  bronze  and  marine  blue.  The 
range  now  features  a  flip-top  lid. 


Ciba  have  added  two  products  to  the  Piz  Buin  range 
and  say  they  have  improved  its  U\' A  protection. 
Beach  cooler  (£4.99)  is  an  oil-free  pump  spray 
which  is  said  to  lower  the  temperature  of  the  skin 
by  reducing  the  heating  effects  of  infra-red 
radiation.  There  is  an  oil-free  SPF  4  sunscreen 
(£7. 50)  for  consumers  ivho  ivant  an  easy-to-apply, 
low  to  medium  sun  protection.  Ciba  now  also 
guarantee  that  all  of  their  sunscreens  offer  a 
UVA:UVB  protection  ratio  of  2:1.  Finally,  the 
company 's  SPF  12  and  SPF 24  lotions  are  now 
both  available  on  prescription. 


The  Simple  suncare  range  comprises:  sunblock 
cream  (100ml  £6.29)  sun  cream  SPF  12  (£5.25); 
sun  lotion  SPF  8  (£6.29)  sun  lotion  SPF  6 
(£6.29)  and  the  recently  introduced  aftersun 
soothing  lotion  (£3.99).  Ml  products  contain  UVA 
and  UVB  sunscreens  andpanthenol,  vitamin  E 
and  glycerine  to  moisturise  the  skin.  They  are  all 
fragrayice-free . 


Charles  of  the  Ritz  have  introduced  tivo  new 
Stratagem  suncare  products.  Bronzing  gel  SPF  2 
(£9. 75)  is  a  non-oily  tanning  gel  aimed  at  fast 
tanners  while  bronzing  cream  for  the  face  SPF  6 
is  a  moisturising  tanning  cream  formulated  to 
care  for  the  specific  needs  of  the  face. 


Revlon  have  added  three  products  to  their  range: 
cooling  sun  relief  (£10.50)  provides  relief Jrom  sun 
and  wind  exposure,  while  the  new  pre-tan  body 
polisher  (£9.50)  is  a  dual  action  body  treatment 
said  to  '  'optimise  the  skin  'spre-sun  condition ' '. 
The  company  also  has  a  sunshield  for  hair 
( £8. 95)  ,anda  sunscreen  gel  to  protect  hair  from 
sun  damage.  All  products  will  be  available  from 
'i^^nl. 


Total  block  lip  and  eye  protector  SPF  15  (£3.95) 
I  joins  the  Almay  range.  The  protector  comes  in  stick 
I  form  and  can  be  used  on  the  lips  or  the  area 
around  the  eyes  to  help  prevent  sun  damage.  It 
gives  both  UVA  and  UVB  protection,  is 
hypoallergenic ,  fragrance  and  lanolin-free  and 
non-comedogenic ,  say  Nicholas  Laboratories. 


The  Jungle  Formula  Company  are  continuing  to  support 
their  Jungle  Formula  plus  UV  screens  range  with 
an  advertising  campaign  planned  for  later  in  the 
year.  Special  deals  for  pharmacists  will  be 
announced  shortly. 

Clarins  have  updated  the  formulation,  texture 
and  presentation  of  the  Clarins  suncare  range.  All 
products  offer  UVA  and  UVB  protection  and 
include:  self-tanning  sun  wrinkle  control  cream 
SPF  4,  SPF  20  and  SPF  15  sunscreens  (the 
highest  factor  was  previously  9)  and  a  suntanning 
oil  without  a  factor.  Packaging  is  now  yellow 
instead  of  the  old  white  and  brown. 


SoleilD'Orhas  been  added  to  the  Coty  Sunshimmer 
range.  The  product  (£4.50)  is  described  as  a  semi- 
permanent tanning  lotion  with  UVA  and  UVB 
filters  which  encourages  the  development  of  a 
natural  lookingtan.  It  is  suitable  for  the  face  and 
the  body,  say  Beauty  International. 


A  family  size  aftersun  (450ml  £4.99)  joins  the 
Calypso  range  frotn  Linco  Impex  this  year  which  is 
said  to  soothe  and  moisturise  sun-exposed  skin. 
Other  products  in  the  range  include  sun  milks  in 
SPF  2,4,6,8  and  15,  a  sun  oil  SPF 2  and  an 
aftersun  (all  200ml  £3.49).  A  full  range  ofPOS 
material  is  available  to  support  the  range. 


Ooppeitorie 

Coppertone" 

o 

Coppertone  has  three  new  products:  dark  tanning 
lotion  SPF  4  (150ml);  tanning  lotion  SPF  6 
(150ml)  and  tanning  lotion  SPF 8  (150ml).  The 
range  will  be  backed  with  a  "comprehensive 
promotional  programme ' ',  says  Scholl,  with  a 
spend  of  over  £300,000.  POS  material  is  also 
available  and  two  consumer  promotions  have  been 
designed  specifically  for  pliamiacies  which  include 
free  products  or  a  free  hip  bag  with  purchase . 


iPVEftTKEMENTFEATURg 


A  fresh  approach  to 
sep'^^iole  sun  tanning 


Piz  Biilii  lei  fives  further 
AC'BS  approval 

The  Advisory  Committee  on  Borderline 
Substances  to  the  Department  of  Health 
has  approved  a  further  three  P\z  Buin 
sunscreens  for  the  NHS  prescription  list. 
Piz  Buin  SPF  12  Cream,  already  available 
on  prescription,  is  now  joined  by  SPF  12 
Lotion,  SPF  24  Lotion  and  Piz  Buin's 
unique  Sun  Allergy  Lotion.  These  lines  can 
now  be  prescribed  by  the  NHS  in  cases 
needing  "protection  of  skin  from  UV 
radiation  in  photodermatoses  including 
those  resulting  from  radiotherapy". 

"We  expect  that  Sun  Allergy  Lotion  will 
be  of  special  interest  to  doctors  for 
protection  of  photodermatoses  (itchy,  red 
skin)  triggered  by  exposure  to  UVA  rays," 
says  Aisling  Cloonan,  Piz  Buin  senior  brand 
manager.  "We  have  received  hundreds  of 
consumer  letters  from  sufferers  of 
photodermatoses  who  have  used  this  lotion 
with  enormous  success.  We  are  delighted 
that  it  will  now  be  available  on  prescription 
and  hence  reach  even  more  of  those  who 
suffer  from  uncomfortable  skin  allergies 
triggered  by  the  sun." 


IVew  from  Piz  Buin 

With  their  strong  heritage  in  sun  care 
innovation  and  technology,  1991  sees  two 
new  product  developments  in  the  Piz  Buin 
range. 

Beach  cooler,  a  unique  new  sun  care 
product,  cools  down  overheated  skin 
caused  by  exposure  to  infra-red  radiation. 
Dermatological  studies  have  shown  that  the 
special  cooling  ingredients  in  Piz  Buin 
Beach  Cooler  cause  an  immediate  drop  in 
skin  temperature. 

"When  applied  on  top  of  your  usual 
sunscreen,"  Ms  Cloonan  explains,  "Beach 
Cooler's  oil-free  pump  spray  formula 
lowers  skin  temperature  and  thus  reduces 
the  heating  effects  of  infra-red  radiation 
while  moisturising  the  skin  with  aloe  vera." 

In  line  with  consumer  purchasing  trends 
in  Europe,  Piz  Buin  is  also  introducing  new 
SPF  4  Oil-Free  Lotion.  It  is  a  light,  non- 
greasy  sunscreen  for  those  who  want  easy- 
to-apply,  low  to  medium  sun  protection. 
"The  move  towards  lighter  formulations 


which  are  rapidly  absorbed  and  feel 
refreshing  on  the  skin  has  been  particularly 
pronounced  in  Europe  and  we  expect  this 
pattern  to  develop  in  the  UK,"  says  Ms 
Cloonan. 

"As  with  all  Piz  Buin  products  the  new 
SPF  4  Oil-Free  Lotion  gives  broad 
spectrum  protection,  protecting  the  skin 
against  both  UVA  and  UVB  rays, 
moisturises  the  skin  and  is  waterproof  for 
up  t()  80  minutes." 

tJ  VA  and  t  VB  —  getting  the 
balance  right 

' '  In  light  of  the  recent  media  debate  on 
UVA  last  Summer,  you  may  have  been 
forgiven  for  thinking  that  UVA  were  the 
demon  rays  to  be  concerned  about,"  Ms 
Cloonan  asserts.  "The  fact  of  the  matter  is, 
UVB  rays  are  1,000  times  more  dangerous 
than  UVA.  Excessive  UVA  does  cause  skin 
ageing,  but  over  exposure  to  UVB  is 
directly  linked  to  causing  skin  cancer." 

The  ozone  layer  is  growing  thinner  by  an 
average  1  per  cent  per  year,  which, 
although  it  does  not  affect  the  quantities  of 
UVA  reaching  earth,  is  resulting  in 
increased  quantities  of  powerful  UVB  rays. 
This  has  already  resulted  in  a  dramatic 
increase  in  the  incidence  of  skin  cancer. 

"We  recognise  that  it  is  important  to  be 
protected  against  the  ageing  effects  of  UVA 
but  believe  that  UVB  is  the  most  dangerous 
and  must  be  of  prime  concern  when 
choosing  sun  protection,"  Ms  Cloonan 
continues. 

The  SPF  of  a  product  denotes  its  degree 
of  UVB  protection  and  can  be  "factorised" 
because  the  visible  effects  of  UVB  can  be 
readily  measured  on  the  skin.  The  effect  of 
UVA,  on  the  other  hand,  is  less  visible  than 
UVB  as  it  reaches  further  into  the  skin  to 
the  sensitive  collagenous  and  elastic  dermal 
layers.  This  effect  can  only  be  measured 
over  a  longer  period  of  time  when  general 
skin  ageing  eventually  becomes  apparent. 

As  Ms  Cloonan  explains:  "The  problem 
with  measuring  UVA  is  that  there  is  not 
even  an  agreed  European  standard.  There 
are  as  many  as  19  different  ways  in  which 
UVA  can  be  measured  using  human 
volunteers  and  applying  photo-reactive 
chemicals  on  the  skin  or  utilising  various 
different  in-vitro  tests. 

"The  latest  Diffey  test  uses  an  in-vitro 
Transpore  Tape  method  to  try  and  evaluate 
UVA  protection.  This  is  a  step  in  the  right 
direction,  but  the  method  has  its  difficulties. 
Firstly,  Transpore  Tape  is  not  human  skin 
and  cannot  replicate  the  reaction  of  human 
skin.  Secondly,  different  readings  result 
according  to  product  base  being  tested. 

Diffey  himself  admits  that  the  tape  used 
is  inappropriate  for  testing  sunscreens  in  oil 
or  alcohol  due  to  the  absorption  of  these 
products  into  the  tape  (a  large  proportion  of 
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sunscreens  in  the  UK  contain  oil,  with  some 
also  containing  alcohol). 

The  Food  and  Drug  Administration  in 
the  USA  class  sunscreens  as  OTC  drugs 
and  have  much  stricter  rules  and 
regulations  than  in  Europe.  The  current 
ruling  in  the  USA  regarding  UV  labelling  as 
quoted  by  Daniel  Michele,  director  of 
compliance,  Centre  for  Drug  Evaluation  and 
Research  is: 

" . .  .currently  there  is  no  generally 
acceptable  method  for  demonstrating 
effective  protection  against  UVA  radiation 
or  for  determining  a  meaningful  UVA 
protection  factor  that  is  analogous  to  the 
SPF. 

"...  at  this  time  the  Division  does  not 
believe  that  it  is  appropriate  for  an  OTC 
sunscreen  drug  product  to  display  a  PPF 
(Product  Protection  Factor)  value  or  any 
other  numerical  UVA  protection  factor  in  its 
labelling. 

" . .  .at  this  time  the  agency  considers  any 
new  labelling  relating  to  any  numerical 
factors  designed  to  indicate  UVA  protection 
in  the  labelling  of  OTC  sunscreen  drug 
products  that  are  currently  marketed 
pursuant  to  the  OTC  drug  review  to  be 
unsubstantiated  and,  therefore, 
unacceptable." 

This  ruling  forced  the  withdrawal  of  a 
brand  in  the  USA  which  had  a  specific  UVA 
factor  on  its  packaging,  but  it  is  not 
enforceable  in  Europe.  The  FDA  is, 
however,  currently  at  the  centre  of 
progressing  an  international  standard  for 
measuring  both  UVA  and  UVB.  The  system 
enforced  is  likely  to  be  more  akin  to  the 
FDA  method  employed  in  the  USA  than 
methods  currently  used  in  Europe. 

"For  Piz  Buin,  the  message  is  clear," 
Ms  Cloonan  states.  "Broad  spectrum  UVA 
and  UVB  protection  must  be  contained  in 
every  sunscreen  product  and  form  the  basis 


of  all  consumer  communication.  UVB  must 
not  be  overlooked  in  1991  in  preference  to 
UVA.  Furthermore,  until  there  is  a 
generally  acceptable  method  for 
demonstrating  effective  protection  against 
UVA,  numerical  factors  relating  to  UVA 
protection  must  be  considered  as 
misleading  and  confusing. ' ' 

Broad  spectrum  protection 

Backed  by  Greiter  Research,  Piz  Buin's 
innovative  and  authoritative  track  record 
continues  into  1991.  It  was  through  Piz 
Buin  that  the  SPF  system  was  first  devised 
in  1962  and  that  Broad  Spectrum  UVA  and 


UVB  protection  was  introduced  to 
sunscreens  in  1981 . 

In  1989  the  concept  of  Piz  Buin  micro 
pigments  was  launched,  which  through  its 
absorption  and  reflective  properties  gives 
double  UVA  and  UVB  protection  in  all  Piz 
Buin  sunscreens  of  SPF  6  and  above.  All  Piz 
Buin's  pioneering  attributes  are  now  being 
used  by  almost  every  sunprep  brand  on  the 
market  today. 

Another  example  of  Piz  Buin's  UVA 
excellence  is  Sun  Allergy  Lotion  (SPF  12) 
which  will  have  more  than  one  and  a  half 
times  the  level  of  UVA  absorbing  filters  and 
more  micro  pigments  than  Piz  Buin's 
standard  SPF  12  Lotion.  This  high  level  of 
protection  offers  a  unique  protection  from 
sun  allergies  triggered  by  UVA. 

Greiter  Research  are,  however, 
continuously  striving  to  improve  the  Piz 
Buin  range.  For  1991  there  will  be  a  further 
range  improvement  in  LIVA  protection. 

"Our  aim  for  1991  is  to  narrow  the 
dichotomy  currently  found  in  the  sun  prep 
market,"  Ms  Cloonan  explains.  "On  the 
one  hand  the  media  is  advising  consumers 
to  either  use  high  SPFs  or  to  stay  out  of  the 
sun  altogether.  On  the  other  hand,  research 
overwhelmingly  shows  that  while 
consumers  are  aware  of  the  dangers  of  the 
sun  on  the  skin,  getting  a  tan  continues  to 
be  the  prime  motivating  factor  when 
exposed  to  the  sun." 

This  behaviour  is  borne  out  bv  the  fact 
that  during  1990  Sydicated  Data  ' 
Consultants  recorded  that  almost  62  per 
cent  of  sales  were  of  products  of  SPF  6  or 
below.  Piz  Buin  believe  that  while  the 
current  media  message  is  correct,  it  is 
communicated  in  a  way  that  makes  sun 
protection  seem  quite  intimidating.  In  1991 
Piz  Buin  will  be  addressing  these  issues 
head  on,  recognising  that  people  still  want  a 
tan. 

"We  will  be  taking  a  fresh  approach 
towards  effectively  communicating  a  more 
sensible  approach  towards  sun  tanning.  Our 
stance  will  be  to  offer  a  top  parity  broad 
spectrum  UVA  and  UVB  protection  that 
gives  reliable  protection  against  sunburn 
and  premature  skin  ageing,  while  still 
enabling  people  to  achieve  the  desired 
golden  tan,  according  to  their  skin  types," 
Ms  Cloonan  concludes. 


Aids  help,  but  motivation 
important  to  stop  smoking 


Many  aids  are  available  which 
provide  help  with  giving  up 
cigarettes  but,  according  to  the 
results  of  a  recent  Danish  study, 
personal  motivation  is  probably 
more  important  than  the  type  of 
pharmacological  support. 

A  total  of  500  people  with  at 
least  a  five  year  history  of  smoking 
were  randomised  to  undergo 
group  counselling  in  combination 


Withdrawing 
digoxin 

Many  elderly  people  receive 
chronic  treatment  with  digoxin  — 
estimates  range  between  7  and 
over  20  per  cent  of  the  elderly 
resident  in  hospitals  and 
institutions  —  but  it  appears  that 
some  do  not  need  it. 

In  a  nursing  home  of  14'2 
elderly  people,  17  were  taking 
digoxin.  Of  these,  three  had 
evidence  of  atrial  fibrillation  wliich 
justified  continuing  digoxin 
treatment  but  the  original 
indication  for  digoxin  —  heart 
failure  —  was  known  for  only  a 
third  of  the  other  patients.  The 
serum  digoxin  concentration  was 
within  the  therapeutic  range  in  12 
patients  and  no  adverse  effects  to 
digoxin  were  apparent. 

When  digoxin  was  withdrawn 
in  14  patients,  12  remained  well 
during  follow  up  over  18  months. 
However,  one  patient  developed 
supraventricular  tachycardia  after 
four  weeks  which  required 
treatment  with  digoxin  and 
verapamil  and  reinstitution  of 
maintenance  digoxin  therapy.  The 
remaining  patient  developed  heart 
failure  after  six  weeks  which 
responded  to  frusemide. 

It  the  results  of  this  small 
study  are  extrapolated  to  other 
nursing  homes,  as  many  as  four- 
fifths  of  their  residents  may  be 
receiving  unnecessary  treatment. 
Postgraduate  Medical  Journal  1990; 
66:940-2 


with  one  of  three  chewing  gums: 
nicotine,  silver  acetate,  or 
conventional  unflavoured  gum. 
Each  subject  was  given  advice  on 
how  to  cope  with  the  urge  to 
smoke,  and  compliance  was 
checked  by  monitoring  blood 
levels  of  carbon  monoxide. 

Nicotine  gum  tended  to  be 
more  successful  during  the  early 
weeks  of  the  study:  after  12 
weeks  59  per  cent  of  this  group 
were  still  abstaining  compared 
with  50  and  45  per  cent  of  those 
using  silver  acetate  and  placebo 
gums  respectively.  The  mean 
time  to  relapse  was  59  days  in  the 
nicotine  group  —  significantly 
longer  than  the  46  and  44  days  in 


the  other  gi'oups.  However,  there 
were  no  differences  in  outcome 
after  six  or  12  months,  when  only 
40  and  24  per  cent  of  subjects 
respectively  were  still  abstaining. 

Adverse  effects  included 
borborygmi,  local  irritation, 
flatulence  and  nausea,  but  mouth 
irritation  was  more  severe  with 
the  active  gums  and  this  tended  to 
diminish  the  success  rate  with 
silver  acetate  gum.  Although  the 
taste  of  nicotine  gum  was  an  early 
deterrent,  the  subjects  became 
accustomed  to  it  within  two 
weeks.  Nonetheless,  the  success 
rate  was  significantly  lower  in 
subjects  who  disliked  the  taste. 
Thorax  1990;45:831-4 


Salmeterol  controls  asthma, 
but  watch  high  doses 


Sleep  disturbance  due  to  nocturnal 
attacks  of  bronchoconstriction 
significantly  impairs  the  quality  of 
life  for  many  people  with  asthma. 
Salbutamol  and  other  beta- 
agonists  are  not  sufficiently  long- 
acting  to  prevent  nocturnal 
asthma  and,  although  slow- 
release  theophyllines  are 
effective,  the  need  for  therapeutic 
drug  monitoring  deters  some  GPs 
from  prescribing  them. 
Salmeterol,  a  new  long-acting 
inhaled  beta-agonist,  has  now 
been  shown  in  a  double-blind 
study  to  reduce  nocturnal  attacks 
and  improve  sleep  quality. 

A  total  of  20  people  with  stable 
nocturnal  asthma  randomly 
received  salmeterol,  50mcg  and 
lOOmcg  twice  daily,  and  placebo 
for  two  weeks  each.  Established 
therapy  with  steroids  and 
theophylline  was  continued. 
Asthma  symptoms  were 
monitored  by  self-measurement 
of  peak  expiratory  flow  rates  and 
sleep  quality  was  assessed  by 
EEG  in  a  sleep  laboratory. 

Both  doses  of  salmeterol 
significantly  improved  day  and 


night-time  control  of  asthma, 
reducing  the  fall  in  overnight  peak 
flow  rate  from  21  percent  to  7  and 
9  per  cent  of  the  value  at  lOpm. 
The  lower  dose  of  salmeterol 
significantly  improved  sleep 
"architecture",  with  more  time 
spent  in  deep  sleep  and  less  in  light 
sleep,  and  the  need  for  rescue 
administration  of  inhaled 
salbutamol  was  also  significantly 
reduced. 

However,  the  higher  dose 
may  have  caused  some  central 
nervous  system  stimulation.  One 
patient  developed  tachycardia 
while  taking  salmeterol  and 
another  died  from  status 
asthmaticus  during  the  study. 

The  authors  conclude  that 
salmeterol  should  now  be 
compared  with  theophylline  in  the 
treatment  of  nocturnal  asthma. 
British  Medical  Journal  1990; 
301:1365-8 

Research  Digest  is  a  regular  series 
written  by  drug  information 
specialist  Steve  Chaplin 
MRPharmS,  looking  at  current' 
developments  in  medicine. 


Alternatives 
for  managing 
anxiety 

The  routine  treatment  of  anxiety 
with  drugs  is  now  recognised  to  be 
beneficial  for  only  a  short  period 
but  there  is  a  lack  of  alternatives  to 
offer:  although  help  from 
psychologists  and  counsellors  is 
valuable,  there  are  insufficient 
resources  to  meet  demand 
throughout  the  country.  A  study 
has  now  shown  that  an 
inexpensive  self-help  package  for 
people  with  anxiety  is  an  effective 
addition  to  the  range  of  services 
available  in  the  community. 

The  package  consists  of  a 
cassette  and  booklet  explaining 
the  symptoms  of  anxiety  and  ways 
to  avoid  and  to  cope  with  anxiety 
when  it  develops;  advice  on 
relaxation  techniques  is  also 
provided.  Of  100  patients  with 
chronic  anxiety  who  were  already 
receiving  a  range  of  therapies 
including  counselling  and  drug 
treatment,  50  were  given  the 
package.  Over  three  months, 
symptoms  of  depression  and 
anxiety  in  these  patients  improved 
significantly  by  comparison  with 
the  remaining  patients. 

One  of  the  advantages  of 
treating  anxiety  pharmacologically 
is  that  the  cost  of  drugs  is 
relatively  low.  But  the  cost  of 
treating  adverse  reactions  such  as 
benzodiazepine  dependence  is 
high  and  morbidity  is  common. 
This  self-help  package  costs  £7 
and,  because  it  required  minimal 
intervention  by  the  GP,  was  cheap 
to  provide. 

British  Journal  of  General  Practice 
1990;40:498-501 
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Offers  available 
from  21-1-91  till  8-2-91 


18  X  500ml 

P.G.89p  P.O.R.  22.1% 


10.85 


ALL  OFFERS  SUBJECT  TO  AVAILABILITY  AND 
VAT  WHERE  APPLICABLE 

These  offers  are  not  available 
from  our  Staines  branch 


NURDiN  ^Peacock 


Wholesalers  not  supplied  CASH  AND  CARRY  LTD 

FordetaNsofyour  nearest  Branch  call  FREEFONE  0800  181349 


RPSGB  COUNCIL 


Council  adopts  national 

educatioi  Jabus 


The  Royal  Pharniaceutic.il 
Society's  Council  has  a^lnpted 
proposals  for  a  national  cnnlinuing 
education  core  syllalnis 

It  was  reporfc'd  to  the 
Education  Commit lee  at  this 
month's  meetinj^  that  the  working 
group  charged  with  devising 
syllabuses  fur  pharmacy 
continuing  education  had  now 
completed  the  core  syllabus. 
Approval  was  needed  urgently  if  a 
submission  was  to  be  made  to  the 
Government's  health  depart- 
ments for  funding  of  a  national 
distance  learning  programme. 

The  proposed  core  syllabus 
was  divided  into  a  knowledge  base 
and  a  range  of  skills.  The 
knowledge  base  covered: 
common  disease  states  and  their 
drug  therapies  in  the  overall 
management  of  disease;  the 
nature,  action,  uses,  quality  and 
storage  of  medicinal  products; 
adverse  drug  reactions;  drug 
interactions;  common  symptoms 
and  their  management; 
information  systems;  basic 
formulation  and  dosage  form 
design;  basic  priniciples  of 
pharmacokinetics;  legal  and 
ethical  requirements;  the  effects 
of  lifest\ie  on  health;  the  principles 
of  management. 

The  skills  covered  by  the 
syllabus  were:  decision  making 
and  problem  solving  in  relation  to 
the  drug  therapy  of  patients; 
prescription  interpretation; 
responding  to  symptoms 
(appropriate  advice,  referral  or 
selection  of  treatment);  evaluation 
and  use  of  reference  sources; 
communication  skills  (information 
transfer,  verbal  and  written,  to 
prescribers,  patients  and  others); 
planning  and  administration  (time 
and  resource  management, 
ordering,  stock  control  and 
reimbursement  systems);  health 
education  and  promotion.  The 
syllabus  would  be  subject  to 
annual  review. 

Wording  on  record  cards  The  Ethics 
Committee  decided  there  was  no 
need  for  the  Society  to  take  any 
action  on  the  wording  used  on 
patient  medication  record  cards 
issued  by  pharmacies.  The 
committee  rejected  the  idea  of  a 
standard  form  of  wording  but 
agreed  that  guidance  should  be 
available  from  the  Society. 

Pharmacists  had  objected  to 
use  of  the  word  "registration" 
and  statements  such  as  "Please 
bring  this  card  with  your 
prescription",  which  might 
indicate  that  prescriptions  should 
be  taken  back  to  the  same 
pharmacy.  But  the  committee 
doubted  whether  the  complaints 


were  justihed  in  the  light  of  the 
public's  response;  the  pharmacist 
would  be  expected  to  explain  to 
the  patient  that  there  was  no  need 
to  take  prescriptions  to  a  specific 
pharmacy. 

No  action  of  Penn  CouncO  has  decided 
not  til  take  any  si)ecific  action 
following  complaints  about  a  letter 
from  F'eiin  Pharmaceuticals  Ltd  to 
health  authority  managers. 

The  letter,  signed  by  Penn's 
pharmacist  managing  director  (Mr 
Roger  Jones),  had  offered  the 
company's  services  for  the 
manufacture  of  pharmaceutical 
specials .  The  letter  said :  "  We  are 
writing  to  you  directly  since  we 
feel  that  the  option  to  use  our 
services  may  not  permeate 
through  pharmaceutical 
channels". 

It  had  been  put  to  Mr  Jones 
that  the  letter  might  be  considered 
to  contravene  the  principles  in 
Paragraph  3  of  the  Society's  Code 
of  Ethics.  Mr  Jones  had 
apologised  unreservedly  to  the 
Society  for  the  wording  employed 
and  given  an  assurance  that  no 
similar  letters  would  be  used  in 
future.  It  was  agreed  that  no 
futlier  action  was  necessary. 
CPs'  leaflets  Council  decided  not  to 
object  to  the  distribution  through 
pharmacies  of  GPs'  practice 
leaflets.  The  Ethics  Committee 
agreed  that,  while  there  was 
nothing  to  compel  any  pharmacist 
to  stock  these  leaflets  patients 
might  expect  to  find  such 
information  at  a  pharmacy.  It  was 
also  agreed  that  stocking  leaflets 
from  only  one  local  practice  could 
not  be  construed  as  an  implied 
recommendation  of  that  surgery. 


To  take  a  contrary  view  would 
mean  that  each  pharmacy  would 
need  to  have  adequate  stocks  of 
leaflets  for  every  surgery  within 
an  unspecified  "local"  area. 
Pre-reg  improvements  Council 
approved  a  number  of  proposals  to 
improve  the  quality  of  the 
preregistration  year.  The 
proposals  had  arisen  from  the 
1990  meeting  of  the  preregistra- 
tion experience  review  group. 

Council  accepted  a  motion  that 
the  preregistration  experience 
guidance  notes  include  a 
statement  to  the  effect  that 
graduates  should  be  given  study 
time  within  the  constraints  of  the 
pharmacy's  normal  work.  Tutors 
should  set  aside  time  to  speak  to 
their  preregistration  graduates 
when  neither  was  busy  —  outside 
working  hours  if  necessary. 

Council  also  accepted  a 
recommendation  that  the  notes 
for  guidance  should  include  a 
statement  that  graduates  and  their 
tutors  were  expected  to  engage  in 
continuing  education,  plus  a 
statement  expressing  the  hope 
that  employers  would  pay  any 
costs  incurred  by  graduates  in 
attending  preregistration 
graduate  study  days. 
Broader  experience  Council  agreed  to 
arrange  a  meeting  of  all  the  major 
employers  of  preregistration 
graduates  to  discuss  the  feasibility 
of  arranging  for  graduates  to  gain 
some  experience  of  a  second 


Jacqueline  Hodgetts ,  winner  of  last  August 's  Merrell  Dow  award  and 
National  Phannaceutical  Association 's  student  of  the  month ,  is  shown 
receiving  her  certificate  and  £20  voucher  from  representative  Kathy 
Currie,  far  right.  NPA's  head  of  training  Ailsa  Benson,  far  left, 
presented  the  NPA  course  certificate,  and  also  pictured  is  Jacqueline 's 
employer.  Steven  Hall,  at  his  pharmacy  in  Cornwall 


aspect  of  pharmacy  practice.  The 
review  group  also  discussed  the 
possibility  of  introducing  a  lesser 
requirement  for  experience  in  a 
second  aspect  of  practice.  It  was 
agreed  that  it  was  a  good  idea  but 
could  only  be  introduced  after 
consultation  with  employers. 
More  videos  Council  agreed  to  seek 
funding  for  a  second  video 
presentation  on  major  new 
products,  to  be  available  to 
members  through  the  recorded 
lecture  service.  The  Audio- Visual 
Aids  Committee  had  agreed  that 
the  current  "Major  new  products 
1989-90"  video,  which  had  been 
produced  with  central  initiative 
funding,  should  be  the  first  of  a 
series. 

Council  agreed  that  a  proposal 
should  be  prepared  for  similar 
funding  for  a  video  on  "Major  new 
products  1990-91". 
Diagnostic  testing  Council  approved 
the  wording  of  draft  pharmacy 
guidelines  covering  all  types  of 
diagnostic  testing  involving  body 
fluids.  Before  publication,  the 
Society  is  to  seek  the  approval  of 
the  Wolfson  Research 
Laboratories,  which  had 
contributed  a  number  of 
suggestions. 

Further  pliarmacist  Council  agreed  to 
seek  the  appointment  of  a  third 
pharmacist  to  the  Advisory 
Committee  on  NHS  Drugs. 
No-fault  compensation  Council 
decided  to  give  general  support  to 
a  private  member's  Bill  which 
would  provide  for  a  no-fault 
compensation  scheme  for  the 
victims  of  medical  mishaps. 
Supply  to  hospices  Council  agreed  to 
support  revised  operational 
guidance  notes  for  the  supply  of 
medicines  to  hospices.  The  new 
guidance  allows  local  community 
pharmacists  who  have  been 
providing  a  service  to  continue  to 
do  so. 

Clinical  pharmacy  training  Council 
agreed  that  the  quality  of 
undergraduate  training  in  clinical 
pharmacy  should  be  considered  by 
the  proposed  working  party  on 
clinical  pharmacy. 
OP  dispensing  Council  agreed  to 
press  the  Department  of  Health 
for  information  as  to  when  a 
proposed  meeting  on  original  pack 
dispensing  would  be  held. 
Science  links  strengthened  Council 
agreed  that  consideration  should 
be  given  to  strengthening  the  links 
between  the  Conference  Science 
Committee  and  the  Council  and 
decided  that  the  Science 
Committee  chairman  or  his 
nominee,  the  chairman  of  the 
Society's  Science  Committee  and 
the  director  of  the  Society's 
department  of  pharmaceutical 
sciences  should  meet. 
Fees  approved  The  Privy  Council  has 
approved  the  amendments  to  the 
Byelaws  relating  to  retention  fees 
and  other  fees  for  1991,  and  the 
amendment  which  designated  the 
immediate  past-president  as  an 
officer  of  the  Society  • 
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The 
mushroom 
treatment? 

Any  increase  m  the  discount  rate 
is  always  a  pleasure  to  receive,  as 
are  the  latest  revised  and 
increased  discounts  from 
Unichem. 

However,  it  is  that  which  is  not 
written  which  is  the  most 
disturbing!  It  was  with  great 
reluctance  that  Unichem 
headquarters  admitted  that  the 
1.5  per  cent  I^rosper  terminal 
discount,  previously  paid  on  the 
first  £2,200  purchases  of  each 
month,  will  cease  to  be  paid  from 
January  1 . 

Pharmacies  dealing  with 
Unichem  are  apparently  receiving 
the  mushroom  treatment:  kept  in 
the  dark  and  having  manure 
thrown  at  them.  As  a  friendly 
society,  I  used  to  expect  Unichem 
to  be  the  leader  in  pharmacy 
innovations.  Now  it  appears  to  be 
hanging  onto  the  coat  tails  of  other 
wholesalers. 


David  Thomas 

Wolverhampton 

Peter  Dodd,  Unichem  chief 
executive,  says:  "While  it  is  not 
Unichem 's  policy  to  follow  the 
lead  of  other  wholesalers,  it  is  true 
that  in  this  instance  we  have  come 
into  line  with  them.  Our  terms 
represent  an  effort  to  offer  a 
commercially  attractive  deal  to  as 
wide  a  cross-section  of 
pharmacies  as  is  possible. 
Obviously  they  must  reflect 
economic  realities  and  these  have 
not  been  altered  by  Unichem's 
change  of  status. 

"Your  correspondent  appears 
to  have  overlooked  the  fact  that 
Prosper  discount  is  now  paid 
quarterly,  rather  than  six 
monthly,  and  also  that  the  range  of 
products  included  has  been 
widened  by  the  addition  of  surgical 
lines,  even  if  they  are  kept  in  our 
central  store. 

"The  problem  of  higher 
discount  rates  applied  by  the 
Government  is  one  to  be  tackled 
by  the  PSNC,  not  wholesalers." 


Think  ahead, 
be  positive! 

I  read  your  Northern  Ireland 
Notebook  "A  Gloomy 
Prognosis"  ( C(fi /J  January  5)  with 
a  considerable  degree  of 
sympathy.  I  fear  that  few 
pharmacies  remain  unaffected  by 
the  current  economic  climate  and 


the  pressures  of  competition. 

However,  this  is  not  to  say 
that  the  outlook  remains  bleak  for 
the  future.  Pharmacists  have 
considerable  advantages  to  offer, 
and  we  must  look  to  these 
strengths  if  we  are  to  prosper. 
Above  all  we  must  concentrate 
our  efforts  in  those  areas  where 
we  are  not  subject  to  competition, 
ie  the  provision  of  advice,  and  the 
sale  of  pharmacy  medicines.  If  the 
general  public  perceives  that  we 
are  offering  a  high  quality  service, 
then  it  is  to  us  that  they  will  come; 
if  not,  then  we  have  only 
ourselves  to  blame. 

The  current  crisis  which  has 
been  brought  about  by  the  dual 
action  of  the  remuneration 
imposition  and  a  period  of  high 
inflation  should  be  looked  upon  as 
a  watershed  for  pharmacy.  We 
should  stop  looking  wistfully 
backwards  at  the  days  of  cost- 
plus.  Those  days,  and  the 
economic  security  they  provided 
are  gone.  We  must  look  to  the 
future.  The  current  talks  on  the 
extended  role  offer  a  window  of 
opportunity  to  pharmacists  of 
which  we  must  take  full 
advantage. 

We  must  escape  from  the 
situation  where  all  our  NHS 


income  derives  solely  from  one 
item  of  service.  We  must  diversify 
in  the  services  which  we  can  offer. 
Let  Superdmg  sell  shampoo  and 
hairspray;  let  us  concentrate 
instead  on  the  job  we  are  trained 
to  do  —  participation  in  primary 
healthcare.  However,  neither  the 
Department  of  Health  nor  the 
public  will  take  us  seriously  in  this 
if  we  do  not  improve  on  the  quality 
of  service  we  deliver.  We  have 
been  asked  to  participate  in  the 
talks  on  the  extended  role;  we 
should  be  bombarding  them  with 
our  opinions! 

Liverpool  LPC  has  taken  an 
imaginative  step  in  producing  its 
proposals  for  the  FHSA  to 
produce  an  implementation 
package  for  the  extended  role. 
When  the  current  talks  are 
complete,  we  should  be  in  a 
position  to  implement  without 
delay.  I  commend  this  course  of 
action  to  all  LPCs,  and  1  hope  that 
both  sides  of  the  "extended  role 
talks"  will  look  at  our  proposals, 
and  conclude  that  they  will  provide 
benefits  for  both  patients  and 
pharmacy. 


John  Donoghue 

Liverpool 


Up  in  smol 


As  the  newly  appointed  group 
pharmacist  for  Medicopharma 
UK,  it  was  brought  to  my 
attention  that  we  recently 
accepted  a  promotion  for 
Honeyrose  non-tobacco 
cigarettes,  as  highlighted  by 
Xrayser  last  week. 

As  "dedicated  wholesalers" 
we  provide  a  lull  range  of 
products,  many  of  which  are 
requested  by  our  customers. 
However,  after  referring  to 
several  independent  pharmacists 
and  the  points  made  validly  by 
Xrayser,  we  have  decided  to  de- 
list all  herbal  cigarettes  from 
Medicopharma  UK  depots. 
Although  we  believe  one  of  our 
major  competitors  lists  these 
products  and  will  probably  benefit 
from  our  decision,  John  Baseley 
(chief  executive  and  ardent  pipe 
smoker!)  agreed  that  as 
"dedicated  wholesalers"  we 
must  support  the  wishes  of  the 
pharmacy  profession. 


Karen  McVey 

(jioiip  pharmacist 
Medicopharma  Ltd. 


Birmingham 
NPA  Dinner 

The  Birmingham  and  District 
Branch  of  the  National 
Pharmaceutical  Association's 
dinner  and  AGM  will  be  held  on 
January  2,3  at  St  John's  Swallow 
Hotel,  Warwick  Road,  Solihull. 

The  reception  will  start  at  7pm 
followed  by  the  dinner  at  8pm. 
Afterwards,  NPA  head  of  public 
affairs,  Colette  McCreedy  will  talk 
on  "Is  there  any  money  in  the 
extended  role?"  and  David 
Thomas,  NPA  Board  member  and 
PSNC  representative  will  discuss 
"How  to  make  more  money  out  of 
the  Drug  Tariff". 

The  cost,  which  is  subsidised 
by  National  Generics,  Unichem 
and  Splash  &  Spray  Perfumes,  is 
£5  per  person.  Tickets  are 
available  from  Ann  Northev  at 
NPA,  Mallinson  House,  40  St 
Peter's  Street,  St  Albans  ALl 
,3NP. 


Vet  seminar 

The  Royal  Pharmaceutical  Society 
Agncultural  and  Veterinary  Group 
is  holding  a  seminar  on  "The 
future  distribution  of  animal 
medicines"  at  the  Society's 
headquarters  on  February  14  at 
2pm. 

Speakers  will  be  Dr  J.  Rutter, 


Veterinary  Medicines  Director- 
ate, on  "The  effects  of  current 
and  future  legislation" ,  and  Mr  G . 
Holbrooke ,  formerly  of  Hoechst , 
on  "European  Directives  and 
future  distribution."  The  seminar 
is  free  to  pharmacists  (£20  to  non- 
pharmacists)  and  counts  as  half  a 
day's  experience  to  students  on 
the  agricultural  and  veterinaiy 
diploma  course. 

Applications  should  be  sent  to 
Mr  R.W.  Odd,  RPSGB,  1 
Lambeth  High  Street,  London 
SE17JN,  by  February  1. 

Tuesday,  January  22 

Barnet      Branch,  RPSGB. 

Postgraduate  Medic;d  Centre,  Barnet 
General  Hospital,  7.3(^  for  8pm. 
"Hormone  replacement  therapy"  by 
the  Aniarant  Trust. 
Dumfries  and  Galloway  Branch, 
RPSGB.  Hopkin  Room,  Theatre 
Royal,  Dumfries,  7  for  8pm.  "Renal 
Care"  by  Dr  C.  Isles,  consultant 
physician,  and  Sister  S.  Paterson. 

Thursday,  January  24 

Hull        Branch,  RPSGB. 

Postgraduate  Centre,  Hull  Royal 
Infirmary,  members  dinner,  7.15  for 
7.30pm.  Address  by  John  Ferguson, 
Secretarv  and  Registrar,  RPSGB. 
Weald  of  Kent  Branch,  RPSGB. 
Postgi'adiiate  Medic;d  Centre,  Kent  & 
Sussex  Hospital,  Tunbridge  Wells, 
7.45  for  8pm.  "Wound  healing"  by  Dr 
K.J.  Harkiss,  University  of  Bradford. 

Advance  information 

The  Royal  Society  of  jMedicine, 

Section  of  Libraiy  and  Scientific 
Research.  "Innovative  versus  genenc 


medicines:  marketing,  medical  and 
•regulatory  perspectives"  at  the  Royal 
Society  of  Medicine,  Wimpole  Street, 
London,  Januai"v  24  at  5pm,  Details 
from  Miss  S.  Rex  on  071  -408  21 19  ext 
336. 

Society  of  Cosmetic  Scientists. 

Teach-in  on  skin  products,  January 
29-30  at  The  Park  International  Hotel, 
Leicester.  Details  from  the  general 
secretary,  tel:  0582  26661. 
PIRA.  "Solutions  to  packaging 
problems",  January  29-30,  Pira, 
Randalls  Road,  Leatherhead,  Sun'ev. 
Cost  £290  (members),  £350  (non- 
members).  Details  from  Jane  Lipnian 
on  0372  376161. 

Spectra     Retail  Concepts. 

"Electronic  marketing  '91  in  retailing 
and  financial  services",  conference 
and  exhibition,  Januai'v  30-31 ,  London. 
Details  from  Spectra  on  0734  320177, 
The  Royal  Society  of  Medicine. 
"Quality  of  medicines;  Branded 
products  versus  genenc  products" 
meeting  at  the  Royal  Society  of 
Medicine,  Wimpole  Street,  London, 
January  24  at  5pni.  Details  from  Miss 
S.  Rex  on  071-408  2199  extn  336. 
Royal  Society  of  Medicine, 
Western  region  of  the  Analytical 
Division.  "The  quality  of  data"  by 
Professor  Bulkin,  Lecture  Theatre  4, 
School  of  Chemistry.  University  of 
I^ristol,  January  25  at  5pm,  For 
information  call  071-437  8656. 
Premiere  '91.  International  trade 
fair  for  perfumes,  cosmetics, 
pharmacists'  and  hairdressers' 
requisites.  International  Frankfurter 
Messe,  Frankfurt,  January  26-30. 
Details  from  Collins  &  Endres  on 
071-734  0543, 

World  Ski  Cup  for  Pharmacists, 

Val  Gardena,  Dolomites,  Italy,  March 
9-16.  Slalom  and  cross-country  races, 
and  scientific  meetings.  Details  from 
Madame  Dominique  Lacaillon,  5  Rue 
Rigaud.  92200 Neuilly/Seine,  France. 
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A  lottery 
for  pharmacy 

A  major  lottery  planned  fur 
greater  Li  )ndon  area  has  signed  up 
some  300  pharmacies  to  handle 
tickets,  according  to  Frank 
Flannery,  managing  director  of 
UK  Charity  Lotteries  Ltd.  Some 
6,000  retailers  have  been  signed 
up  as  agents  so  far. 

Described  as  "Britain's  first 
series  of  multiple  lotteries,"  the 
launch  date  has  been  planned  for 
February  7,  and  will  be  backed  by 
a  £2.4  million  media  campaign. 

Some  170  charities  are 
expected  to  benefit  from  the 
lotteries  with  25  per  cent  of  gross 
revenue  from  each  lottery  going 
to  the  specified  charity.  In  effect, 
each  charity  has  its  own  lottery  of 
180,000  tickets  and  separate 
accounts  are  kept  for  each  of  the 
charities  involved. 

NPA  director  Tim  Astill  said 
the  Association  "would  not 
encourage  pharmacists  to  break 
the  Pharmaceutical  Society's 
Code  of  Ethics." 

Unfortunately  it  is  by  no 
means  clear  whether  the  sale  of 
lottery  tickets  through 
pharmacies  does  break  the 
Society's  Code  of  Ethics.  The 
NPA's  information  service  tumed 
up  a  record  from  1978  of  a  non- 
pharmacist  who  had  sought  advice 
on  the  ethics  of  selling  lottery 
tickets  in  aid  of  kidney  machines. 
He  was  told  by  the  Society's 
Council  that  it  could  not  approve  of 
such  lotteries  and  that 
pharmacists  taking  part  in  them 
could  be  in  conflict  of  paragraph  5 
of  the  Code  of  Ethics  or  the 
statement  on  ethics  of  the 
profession. 

However,  the  Society  has 
refused  to  be  drawn  on  whether 
selling  lottery  tickets  would  be 
considered  unethical  today.  A 
spokesman  told  C&D:  "In  the 
past  the  Ct)uncil  has  said  it  would 
be  unprofessional  to  participate  in 
lotteries,  but  there  isn't  a  blanket 
statement  concerning  lottery 
tickets. 

"Anyone  intending  to  operate 
a  lottery  should  write  to  us 
explaining  what  they  intend  to  do, 
but  it  depends  on  how  you 
interpret  the  Code  of  Ethics." 


Seven  more  pharmacies 
opening  in  Tesco  stores 


Tesco  are  to  introduce  a  further 
seven  pharmacies  into  their  stores 
over  the  next  four  to  five  months. 
The  move  will  increase  the 
number  of  Tesco  in-store 
pharmacies  from  16  to  23. 

The  concessions  will  be  at  the 
Norwich,  Uckfield.  Thetford, 
Amersham,  Rainham,  Romford 
and  Cleethorpes  superstores. 
Five  of  the  new  in-store 
pharmacies  are  the  result  of  minor 
relocations,  while  the  remaining 
two  result  from  new  contracts. 
There  will  be  six  independent 
pharmacies  and  one  Moss 
Chemists  which  is  a  new  contract. 
The  other  new  contractor  will  be 
R.L.H.  Dye  Ltd  at  Norwich. 

Tesco 's  pharmacy  controller 
Mike  Rudin  told  C&t):  "We  see 
the  superstore  pharmacy  as 
somethuig  the  public  want,  and  we 
are  keen  to  put  them  into  our 
stores  where  they  would  be 
viable."  Tesco  expect  a  further 
three  to  open  by  the  Summer, 

Mike  Rudin  was  given  the  new 
appcuntment  of  pharmacy 
controller  at  Tesco  in  May  last 
year  when  the  decision  to  expand 
pharmacy  operations  was  made. 

The  Tesco  based  pharmacies 
adopt  a  standard  livery  as  the 


pharmacy  has  to  "come  over  as 
part  of  the  store".  The  current 
policy  is  to  have  the  pharmacies  in 
the  main  retail  area  instead  of  to 
one  side  of  the  checkouts. 

Despite  his  successes  with  the 
relocations  Mr  Rudin's 
experience  is  that  the  FHSA 
guidelines  for  relocations  are 
poorly  worded  and  are  leading  to 
unnecessarily  expensive  and 
lengthy  appeal  hearings. 

Specifically,  he  is  unhappy  with 
the  phrase  "a  superstore  may 
attract  a  different/wider 
population". 

"This  leads  local  contractors 
who  are  instinctively  protective  to 
quote  this  statement  as  a  reason 
for  not  granting  minor  relocation 
status."  The  new  criteria  for  a 
minor  relocation  is  that  the 
distance  to  be  moved  is  short  and 
that  essentially  the  same 
population  is  being  served  with  the 
same  NHS  services. 

"A  superstore  pharmacy  may 
attract  a  wider  population  but 
generally  they  don '  t  turn  over  any 
more  prescriptions  as  they  are  still 
filled  locally."  Mr  Rudin  would 
prefer  to  see  the  guideline 
changed  to  "...  a  wider  population 
served  with  NHS  services". 


Sanofi  detail  Sterling  link 


Sanofi  have  announced  the  details 
of  their  "strategic  alliance"  with 
Sterling  Drug,  the  US  parent 
company  of  Sterling  Health. 

Two  joint  marketing  ventures 
corresponding  to  two  territories 
are  to  be  formed.  In  Territory  A, 
consisting  of  Europe,  Africa,  and 
most  of  Asia,  Sanofi  will  be  the 
majority  shareholder  and  have  day 
to  day  operating  responsibility. 
Territory  B  consists  of  the 
.Americas,  Australasia  and 
Thailand,  Malaysia,  Singapore, 
Indonesia  and  the  Philippines  and 
Sterling  will  have  the  operating 
responsibility. 

However,  both  territories  will 
be    managed    by  strategic 


management  committees  co- 
chaired  by  Sanofi  and  Sterling. 

The  companies  also  intend  to 
establish  a  third  joint  venture  in 
Europe  for  OTC  products,  to  be 
marketed  under  the  Sterling 
Health  name. 

A  spokesman  for  the 
companies  said  the  alliance  has 
been  made  possible  by  the 
comparable  size  of  the  two 
companies  and  their  geographical 
complementarity.  The  agreement 
involves  no  exchange  of  funds 
between  the  companies  and  does 
not  involve  the  financial  costs 
associated  with  an  acquisition. 

Sterling  Drug  was  bought  by 
Kodak  m 1988. 


French  giant 
sells  Myoflex 

Rhone-Poulenc  Rorer  have 
announced  the  sale  of  Myoflex,  a 
topical  analgesic  cream  used  for 
the  relief  of  arthritis  and  muscle 
pain,  to  Fisons  Corporation,  part 
of  the  Fisons  group.  The  deal 
includes  worldwide  rights  except 
for  Canada. 

The  French  company  is  also 
selling  five  non-strategic 
products,  MVI,  Aquasol  A  and 
Aquasol  E,  Arm-a-Med  and  Arm- 
a-Vial  to  Swedish  pharmaceutical 
company  AB  Astra. 

Forest  Laboratories  have 
bought  US  rights  to  three  of  the 
French  company's  thyroid 
products  —  Armour  thyroid, 
Thyrolar  and  Levothroid. 

In  addition  Rhone-Poulenc 
Rorer  have  won  exclusive  rights 
for  the  development,  marketing 
and  distribution  of  new 
intravenous  and  oral  forms  of 
clodronate  in  the  US. 


Nappies 
mei^er  put 
on  ice 

The  merger  between  the 
Swaddlers  and  Pampers  nappies 
businesses  iC&D  Sept  29  1990, 
p581)  has  been  "put  on  ice"  while 
the  European  Commission 
decides  if  the  move  complies  with 
EC  competition  polices.  A 
spokesman  for  Procter  &  Gamble 
said  the  company  was  cooperating 
with  the  Commission  by  providing 
them  with  information. 

"The  Commission  has 
expressed  a  wish  to  see  that 
everything  is  okay,"  said  the 
spokesman,  "but  we  don't  know 
how  long  it  is  going  to  take . ' ' 

The  proposed  merger  of  the 
nappies  business,  in  the  form  of  a 
new  joint  company  combining  the 
two  operations,  followed  the 
merger  of  the  paper  products 
businesses  of  Procter  &  Gamble 
and  the  Italian  Eater  group. 
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Lloyds  Chemists  have  opened  their  600th  store  at  Sheldon,  near 
Birmingham  International  Airport.  Allen  Lloyd,  chairman  of  the 
ciimpany  (right),  greets  the  pharmacist  Paul  Chadwick  while  workmen 
put  the  finishing  touches  to  the  new  Lloyds  fascia 


Unichem  talk  franchising 


Unichem  are  planning  a  series  of 
general  meetings  to  outline  their 
franchise  scheme  to  pharmacists. 
Unichem  director  David  Walker 
told  C&D:  "Our  meetings  will  be 
covering  'why  franchise?'  and  will 
explain  how  Unichem 's  scheme 
works  in  terms  of  recruitment  of 
franchisees,  refitting  and 
merchandising. 

"We  will  also  explain  the 
details  of  the  franchise  contract, 
and  describe  the  type  of 
pharmacies  we  consider  suitable 
for  franchising. ' '  Unichem  plan  to 
buy  their  first  pharmacy  for 
franchising  in  February  and  the 


new  franchise  manager  will  be 
sent  on  a  four  day  training  course, 
with  additional  training  to  come. 

Mr  Walker  said  the  company 
sees  the  meetings  as  the  most 
effective  way  of  contacting 
interested  pharmacists. 

The  meetings  will  take  place 
2. 30-4. 00pm  and  7. 00-8. 30pm  at 
the  following  depots: 
January  21  Chessington 
January  23  Livingston 
January  28  Bristol 
January  30  Preston 
Februan,'  7  Hinckley 
February  14  Leeds 
February  20  Chessington 


Lords  reject  sick  pay  changes 


Proposals  to  cut  sick  pay 
reimbursement  to  employers 
from  100  per  cent  to  80  per  cent 
have  been  defeated  in  the  House 
of  Lords. 

Tory  peers  led  an  attack  on  the 
proposed  Statutory  Sick  Pay  Bill, 
voting  132  to  80  for  increased 
reimbursement  for  employers 
from  80  per  cent  to  91  per  cent. 


Cost  controls 
bite  at 
Wellcome 

Wellcome  pic  chairman  Sir  Alistair 
Frame  told  shareholders  at  the 
company's  annual  meeting: 
'  'There  are  signs  that  aggressive 
cost  control  procedures  are 
beginning  to  yield  results,  and  the 
emphasis  on  cash  generation  is 
showing  a  significant  positive 
variation  to  budget. 

"Our  major  antiviral  product , 
Zovirax,  has  continued  to  show 
good  growth  in  all  the  important 
markets,  although  the  challenge  of 
opening  a  wider  market  to 
Retrovir  is  one  where  we  still 
have  some  way  to  go." 


The  peers  also  vetoed  the  motion 
that  would  allow  ministers  to  cut 
the  80  per  cent  figure  further  in 
the  future.  The  provision  was 
rejected  by  106  votes  to  71 . 

Ministers  now  have  the  choice 
of  either  dropping  the  Bill  or  tiying 
of  reverse  the  Lords'  decisions 
when  the  Bill  returns  to  the 
Commons. 


Equitable  Life  Assurance  Society  have 
launched  a  small  self  administered 
pension  scheme  aimed  a*: 
directors  of  small  businesses.  As 
trustee  of  the  pension  the  dii'ector 
would  have  control  over 
investments  made  and  can  use 
pension  fund  assets  for  the  benefit 
of  their  company.  Further  details 
from  Don  Anderson  or  Nick 
Stubbs  on  0296  3841,34. 
Glaxo  have  acquired  the  world  rights 
to  a  series  of  cephalosporins 
developed  by  the  Korean 
pharmaceuticals  company  Lucky. 
The  financial  terms  of  the  deal 
have  not  been  disclosed. 
Durex  manufacturers  the  London 
International  Oroup  have  raised 
over  £61  million  with  a  rights 
issue .  The  cash  call  is  intended  to 
reduce  gearing  and  provide 
investment  ca|)ital  for  the  group. 
Business  Systems  Ltd  of  Preston  have 
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The  Middle  East  crisis  is  over-riding  all  other  factors  in  the 
world's  financial  markets.  Since  the  year  began,  equities  have 
seen  a  significant  drop  and  in  the  absence  of  a  speedy  solution 
to  the  Gulf  problems  they  are  likely  to  stay  under  pressure. 

Against  this  background,  trading  activity  in  the 
pharmaceuticals  sector  has  been  muted,  with  the  sombre 
mood  broken  by  only  occasional  flurries  of  interest  in 
individual  stocks. 

Glaxo  have  been  attracting  some  attention  due  to 
renewed  confidence  in  Zantac's  prospects.  This  is  because 
Losec,  a  rival  anti-ulcer  drug  from  Astra,  the  Swedish  drug 
company,  has  received  only  qualified  approval  from  the  US 
Food  and  Drugs  Administration. 

The  FDA  has  told  Merck,  which  markets  Losec  in  the  US, 
that  it  is  not  minded  to  approve  the  drug  as  a  first  line 
treatment  for  duodenal  ulcers. 

The  market  believes  such  a  decision  would  massively 
decrease  the  competitive  threat  to  Zantac  and  Tagemet, 
SmithKline  Beechams'  product.  The  news  gave  a  fillip  to 
Glaxo 's  shares  but  they  have  since  lost  some  ground  on 
rumours  that  a  senior  US  executive  was  leaving  the  company. 

Shares  in  Fisons  have  also  been  in  the  spotlight.  The 
market  is  expecting  news  concerning  Tilade  approval  in  the 
US.  The  drug  received  a  "recommended"  by  the  FDA  last 
year  and  there  were  hopes  it  would  obtain  formal  approval  by 
the  end  of  1990. 

However,  the  matter  has  been  delayed  and  analysts  are 
divided  over  when  the  green  light  might  be  given.  While  some 
believe  the  FDA's  clearance  is  imminent,  Shearson  Lehman 
believes  that  it  may  not  be  forthcoming  for  a  few  months. 
Despite  its  pessimistic  view,  Shearson  is  recommending 
Fison's  shares  on  a  12  month  view. 

Wellcome's  shares  have  been  in  the  doldrums  recently. 
After  a  good  run  they  have  been  hit  by  the  market's 
nervousness  about  Retrovir's  prospects  yet  again.  The 
company's  patent  on  its  anti-AIDS  treatment  is  being 
challenged  in  Canada  and  there  is  speculation  that  a  similar 
action  may  be  launched  in  the  US. 

There  have  suggestions  in  the  US  media  that  several 
parties  are  considering  a  US  challenge  over  the  patent. 
However,  analysts  doubt  whether  any  will  be  successful. 


BRIEFS: 


taken  over  the  Oralabel 
computerised  pharmacy  package 
previously  available  from  IDC 
Computer  Systems.  For  existing 
customers,  IDC  maintainence 
agreements  will  remain  in  force. 
Contract  renewals,  printer 
supplies  and  requests  for 
telephone  support  will  be 
available.  The  new  address  is 
Business  Systems  Ltd,  2  Stanley 
Place,  Fishergate  Hill,  Preston 
PR18NA.  Tel:  0772  561515. 
Medicopharma  UK  are  expanding  their 
hospital  sales  force  in  the  South 
East  following  the  appointment  of 
Karen  McVey  as  the  company's 
hospital  group  pharmacist,  a  new 
position.  The  company  is 
advertising  for  a  hospital  sales 
manager,  Ms  McVey's  former 
position,  and  for  a  second  hospital 
representative  for  the  South  East. 
The    companv    is  also 


advertising  for  an  additional  retail 
rep. 

'Tt  is  a  consequence  of 
rebuilding  the  business  and 
getting  closer  to  the  customer," 
managing  director  John  Baselev 
told  C&D.  "Nearly  140  more 
independent  retailers  are  dealing 
with  us  again  since  we  took  over 
Butlers." 

Roche  recorded  a  3  per  cent  increase 
in  sales  to  $7.6  billion  for  1990.  An 
improvement  in  profits  is 
anticipated.  In  local  currency 
terms  the  year-on-year  increase 
was  14  percent,  though  the  1990 
figure  includes  Genentech  sales, 
the  Californian  biotechnology 
company  of  which  Roche  acquired 
60  per  cent  last  year.  Rocephin, 
the  antibiotic,  and  Tilcotil,  the 
anti-rheumatic,  contributed  well 
to  the  increase  in  sales  said 
Roche . 


CHEMIST  &  DRUGGIST  19  JANUARY  1991 


99 


Cancellation  deadlifie  l<»am  Monday  prior  to  publication  date. 
Display/Semi  Display  f  1 9 .70  per  single  column  centimetre,  min  3()mm 
Column  widtl"!  XlSnim. 

Whole  Page  V!  970.00  (250mm  x  180mm)  Half  Page  l'1024.40 
(i;-!Omm  X  180mm)  Quarter  Page  £512.20  (130mm  x  88mm) 
Box  Numbers  l'5.00  extra  Available  on  request. 
.All  r.itt  s  subject  to  standard  VAT. 


Post  to  Classified  Advertisements,  Chemist  &  Druggist, 

Benn  Retail  Publications,  Sovereign  Way,  Tonbridge,  Kent  TN9  IRW. 

Tel  TonbridK'e  (0732)  364422.  Telex  95132.  Fax:  (0732)  361534 
Ring  Matthew  Corse  Ext  2472  for  further  information 
Publication  date  Every  Saturday 

Headings  .All  advertisements  appear  under  appropriate  headings 
Copy  date  i\)m  Tuesday  prior  to  publication  date. 


APPOINTMENTS 


YOU  CAN'T  LOSE! 

-  BY  ADDING  INCOME  TO  YOUR  SALES 
FORCE  PERFORMANCE- 

A  national  company  calling  on 

independent  chemists  is  sought  by  National 
Distributors  of  Sunglarses. 

Very  saleable  product. 
High  discount  given  against  all  orders. 
Credit  offered  until  August  9 1 . 

No  purchase  of  stock  required  as 

representatives  will  carry  samples  and 
illustrated  presenter  on  agency  basis. 

HIGH  AGENCY  COMMISSION  PAID 
AGAINST  SALES. 
PHONE,  JOHN  VICKERS  0634  201284 


SAUDI  ARABIA 
RETAIL  PHARMACY  CHAIN  MANAGER 

0."e  111  Sjudi  Arjbu's  liirgi'sl  coninKTcul  ciimponiL's  is  scekinj^  jn 
cNpiTicnced  Mjnogcr  to  tjkouvcr  the  niondgoniL-nt  R'sponsibility  lor  j 
chdin  of  2(1  rclJil  phjrnucR's.  I  ho  Mjnjgcr,  liascd  in  Riyadh,  will  oKo 
be  rt'spnnsibli'  lor  pUnning  and  developing  the  growth  of  the  chain  to 
MNI  oullels  throughout  the  Kingdom  of  Saudi  Arabia. 

An  attractive  negotiable  tax  tree  salary  and  benefits  package  is 
provided 

lor  further  details  please  contact  Margaret  Pcvrs 

ARABIAN  CARtLKS  LIMITtD 

115  Shaftesbury  Avenue,  London  WC2H  8AD 

Tel:  (071)  379  7877  l  ax:  (071)  371)  088s 


REPRKSEmTIVES  REQUIRED 

Calling  on  retail  chemists  in  all  areas  in  the 
U.K.  and  Ireland. 
Brands  now  establishing  themselves  on  British 
market  —  unique  and  high  quality  dental  products. 
Commission  available 

Please  write  with  full  C.V.  to 
Janet  Stewart 
Douglas  Bridge  Associates  Ltd 
29  a/b  High  St,  Billingshurst,  W.  S  ussex 
Tel:  0403  784781 


AGENTS 


R  AM  E  R  SPONGES  REQUIRE  AGENTSf  OR  THREE 
TERRITORIES.  EXCELLENT  COMMISSION  RATES. 

1 .  CORNWALL,  DEVON,  SOMERSET,  DORSET. 
2.  CLEVELAND,  DURHAM,  TYNE  &  WEAR, 
NORTHUMBERLAND,  N.  YORKS. 
3.  W.  YORKS,  HUMBERSIDE,  S.  YORKS,  LINCS, 
NOTTS. 

WRITE  TO  IAN  SMITH,  P.O .  BOX  424 
ADDLESTONE,  WEYBRIDGE,  SURREY  KT1 5  3QB 
OR  PHONE  0932  821 91 0  OR  FAX  0932  821 882 


BUSINESS  OPPORTUNTIES 


DISTRIBUTORS  REQUIRED 

for  new  range  of  Essential  Oils 
and  Body  Massage  Lotions. 

For  further  details  apply 
Managing  Director, 
Young's  Natural  Oils, 
36  Broadway,  London  SW1 H  OBH. 
Tel:  071-799  1030. 


100 


CHEMIST  &  DRUGGIST  19  JANUARY  1991 


TRADEMARKS 


STOCK  FOR  SALE 


Trade  Mark  No.  1W7  07b 

consisting  of  the  word  "FLUDIXAN" 

registered  in  respect  of: 

Pharmaceutical  preparations  and  substances 

was  assigned  on  14  November,  1990 

bv:  LABORATOIRE  DU  LACTEOL  DU  DOCTEUR  BOUCARD 
to:LABORATOIRESDOMS 

4RUEFICAT1ER 

COURBEVOIE  (92400) 

FRANCE 

WITHOUT  THE  GOODWILL  of  the  business  in  the  goods  for 
which  the  marlv  was  registered. 


SHOPFiniNGS 


EXDkUM 

—  STOREFITTERS- 


0626  •  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE  AND 
INSTALLATION  SERVICE  FOR  THE  RETAIL  PHARMACY 

<INGCHARLESBU5INE5SPAR<,0LDNEWT0NR0AD,HEA1HF1EID,DEV0N,1Q126UT 


TEL:  0803874095 
FAX: 0803  874096 


SHOPFITTING 
and  DESIGN 

SPECIALISTS  IN  DESIGN, 
MANUFACTURE  AND 
INSTALLATION  OF 
SHOPFITTINGS  AND 
DISPENSARY  UNITS 
FORTHE  RETAIL 
PHARMACIST 


UNIT  1  COVENTRY  F.^RM  ESTATE,  NEWTOWN  ROAD,  TORQUAY,  DEVON  TQ2  7HX 


STOCK  FOR  SALE 


NORGATE  LTD 
THE 

GENERIC 
WHOLESALER 

FULL  LIST 

phone  0423-888866 
fax  0423-881003 


PERFUME  TESTERS  REQUIRED 

ANY  QUANTITY  •  ANY  BRAND  ALSO  COSMETIC 
AND  SKIN  CARE  TESTERS/SAMPLES. 
GIFT  WITH  PURCHASE 
ITEMS  NEEDED. 
IMMEDIATE  PAYMENT  •  ABSOLUTE 
DISCRETION 

STOCK  ORTION 
TEL:  0276  685898 
RAX:  02T6  683083 


LABELLING  SYSTEM^ 


THIS  IS  WHAT  YOUR 
NEXT  ASSISTANT 
SHOULD  LOOK  LIKE. 
THE  ALCHEMIST  2000 
PMR  LABELLING 
SYSTEM. 

DESIGNED  FOR  YOU  TO 
WORK  WITH  YOU 

FOR  DETAILSOR  A  NO 
OBLIGATION  DEMONSTRATION 


CHEMm 
DRUGGIST 

MONTHLY  PRICE  LIST 

The  most  USED  price  service. 

The  most  USEFUL  price  service. 
A  verified  (ABC)  subscription 
circulation  to  retail  pharmacies. 

Valued  equally  by  independents 
and  multiples. 

Used  equally  by  pharmacists  and 
assistants. 

Referred  to  85  million  times  per 
year. 

Contact  Charlie  Livermore  on 
0732  364422  —  Ext  2222  to 

discuss  your  brand  support  at  point 
of  sale. 

Results  according  to  CAMM  & 
BENN  research 
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OUTANDABOUT 


From  our  own  correspondent 

From  a  prereg  at  Barts  to  medical  correspondent  at  The  Independent,  via  C&DinA  Best,  Liz  Hunt 
says  her  pharmacy  degree  has  been  a  major  influence  in  her  career.  C&DMs  to  the  winner  of 
the  1990  Private  Patients  Plan/Medical  Journalists'  Association  award  for  medical  journalism 


"Do  you  think  Margaret  Thatcher  is  on 
hormone  replacement  therapy?  If  so,  how 
would  you  go  about  proving  it?"  Pharmacist 
Liz  Hunt  was  asked  these  questions  at  the 
interview  for  her  current  job  as  medical 
correspondent  with  The  Independent.  She 
started  the  job  in  August  1989,  and  says  she 
still  gets  a  buzz  out  of  seeing  her  by-line  in  the 
paper,  no  matter  how  often  it  appears. 

Liz  views  health  reporting  as  a  real  growth 
area.  "The  Government  is  encouraging 
everyone  to  take  responsibility  for  their  own 
health.  There  is  a  growing  need  for  accurate 
health  information  to  be  presented  by  the 
Press  in  an  interesting  way,  so  as  to  attract 
attention  without  being  alarmist." 

Why  did  Liz  choose  to  deviate  from  the 
established  branches  of  pharmacy?  "I  realised 
quite  early  on  in  the  degree  course  that  I  didn't 
want  to  practise  pharmacy, ' '  she  explains.  "It 
just  wasn't  me."  Liz  had  always  enjoyed 
writing,  and  had  contributed  to  local 
newspapers  while  in  the  sixth  form,  but  she 
did  not  pursue  journalism  at  university  due  to 
the  workload  of  her  pharmacy  course. 

Nevertheless,  after  graduating  from  the 
Square  in  1984,  Liz  did  enjoy  her 
preregistration  year  at  St  Bartholomews.  "It 
was  a  brilliant  hospital  to  work  at.  However, 
as  I  neared  the  end  of  the  year,  I  felt  absolutely 
terrified  of  being  caught  in  the  rut  of  a  career 
that  I  didn't  want."  Her  refusal  to  accept  a 
basic  grade  post  caused  ill-feeling  among  her 


colleagues,  who  could  not  understand  her 
dilemma.  She  felt  disloyal  to  the  profession 
she  had  trained  for,  while  at  the  same  time 
feeling  intensely  relieved  that  she  had  made 
the  right  decision.  But  what  next? 

She  was  offered  a  place  on  the  City 
University  postgraduate  journalism  course, 
but  could  not  obtain  the  necessary  grant.  Then 
she  saw  an  advertisement  for  the  post  of 
reporter  at  Chemist  &  Druggist.  "The  job  for 
me!"  She  applied.  When  she  was  offered  the 
job,  she  recalls:  "I  was  ecstatic.  The  answer 
to  my  prayers!" 

For  C&D,  Liz  reported  extensively  on  the 
National  Pharmaceutical  Association.  But  she 
covered  all  aspects  of  pharmacy,  from 
business  news  to  new  product  information, 
and  reached  the  position  of  Technical  Editor. 
Particularly  memorable  was  a  ten-day  trip  to 
Jerusalem  to  cover  an  international  conference 
for  pharmacy  students.  She  also  travelled  to 
Switzerland,  Austria,  France  and  Holland. 

After  two  and  a  half  years  with  C&D,  Liz 
decided  to  move  to  the  consumer  Press.  She 
says:  "I  was  attracted  to  Best  because  its 
health  page  was  comprehensive  in  comparison 
with  those  of  other  women's  magazines." 
Working  three  months  in  advance,  mainly 
editing  features  related  to  general  health, 
children's  health  and  gynaecology,  Liz  says 
she  found  the  work  daunting  at  first.  It  was 
very  different  from  her  job  at  C&D  because 
she  was  writing  for  people  with  little 


knowledge  of  health  matters. 

Daily  newspapers  were  to  open  another 
new  world.  Medical  news  is  obtained  from  s<  i 
many  sources  that  every  working  day  is 
unpredictable.  In  a  typical  week,  Liz  selects  a 
wide  variety  of  Press  conferences  to  attend, 
and  scans  an  assortment  of  medical  journals. 
Anonymous  letters  and  phone  calls  are 
occasionally  sources  of  an  exclusive  news 
story.  Liz  then  "sells"  her  story  to  the  news 
desk,  who  allocate  it  an  appropriate  number  of 
words.  The  story  is  written  immediately  in 
order  to  meet  the  tight  deadlines.  Liz  is  also 
involved  with  the  preparation  of  The 
Independent's  weekly  health  page  for  which 
she  researches  features  of  special  interest. 
Boredom  is  definitely  not  a  possibility! 

Liz  feels  confident  that  she  knows  her  field 
well,  thanks  to  her  pharmacy  background. 
"Doctors  and  phai'inacologists  also  have  more 
confidence  in  me,  knowing  that  I'm  not  going 
to  sensationalise  a  medical  story."  Liz 
believes  she  gets  better  quality  information 
because  of  this. 

After  six  years  in  journalism,  she  says: 
"My  pharmacy  degree  has  been  a  major  factor 
in  getting  every  job  I've  had."  But  while  the 
degree  is  first  and  foremost  a  preliminary  to  a 
career  in  pharmacy,  she  says  it  should  be 
made  clear  at  university  that  it  is  also  a  good 
broad-based  science  degree.  "You  don't  have 
to  think  your  world  revolves  around  retail, 
hospital  or  industry." 
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^ew  research  update 


Chewing  stimulates  saliva 
to  aid  remineralisation 
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Remineralisation  -  Net  inflow  of  Ca" '  PC.    into  the  enamel 
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Demineralisation  -  Net  outflow  of  Ca' '  PO.i    from  ttie  enamel 


After  eating,  elevated  acid  exposure  can  cause  an 
outflow  of  calcium  and  phosphate  from  the  tooth  enamel, 
which  may  lead  to  demineralisation  and  decay.  It  is  well 
documented  that  saliva  has  an  important  role  to  play  in 
helping  to  prevent  this  process, '■^■'^  A  recently  published 
study  demonstrated  that  the  chewing  of  sugar-free  gum 
for  20  minutes  after  eating  stimulates  saliva  to  promote 
remineralisation  of  experimental  caries-like  lesions.'' 

Now  a  new  research  study  using  experimental  caries-like 
lesions  has  shown  that  the  chewing  of  sucrose-sweetened 
gum  for  20  minutes  after  meals  and  snacks  significantly 
increased  the  mineral  content  of  the  lesions,  compared 
to  when  gum  was  not  chewed.'" 


While  research  on  sucrose-sweetened  gum  continues, 
you  can  recommend  with  confidence  the  chewing  of 
sugar-free  gum  for  20  minutes  after  eating  to  help  your 
patients  in  the  fight  against  tooth  decay. 

So  consider  Wrigley's  Extra  and  Orbit  sugar-free  gums  as 
valuable  adjuncts  to  thorough  brushing  with  fluoride 
toothpaste,  a  sensible  diet  and  regular  check-ups  in 
maintaining  good  dental  health. 
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THE  RESULTS  OF  MUCH 
CONCENTRATED  I 
EFFORT. 


At  Robinsons,  we're  always 
thinking  of  new  ways  to  help  you 
squeeze  extra  profit  fronn  the  baby 
drinks  market. 

Which  is  why  we've  just 
launched  a  new  range  of  Robinsons 
pure  concentrated  fruit  juices. 


The  range  includes  Apple,  and 
Apple  &  Cherry.  As  well  as  a  new 
recipe  Delrosa  Apple  &  Orange 
with  Rosehip. 

With  our  established  lead 
across  all  three  growth  sectors  of 
the  baby  drinks  market,  Robinsons 


now  offers  you  even  better  pro  1 
opportunities  in  this  fast  growirjV 


THE  TASTE  OF  SUCCES 
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